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EXECUTIVE SUMMARY 
 
Customer relationship management (CRM) presents a new paradigm shift to the 
old traditional marketing strategies that are known and practiced by many 
organisations in South Africa and across the globe. Competition is not an 
excuse for failure anymore. Organisations that do not have any concrete 
strategies in dealing with the customer will not survive in the market. The 
ultimate goal of CRM is to enable organisations to forge closer ties with the 
customer so that a solid bond can be created to enhance loyalty and 
satisfaction. 
 
The goal for this research was to identify the CRM strategies used by a single 
organisation and thereafter suggest improvements to enhance customer loyalty. 
The results of the study could assist the management of the organisation to 
improve the CRM strategies which will hopefully enhance retention and prevent 
customer attrition. 
 
A literature review was conducted to unveil various elements of CRM, and 
strategies that can attract and retain customers. It helped in identifying themes 
for the empirical study. An in-depth interview was conducted with the general 
manager of the organisation to gauge his perception, and CRM practices in the 
organisation. An interview guide was used during the interview process. Four 
main topics namely: implementation of CRM, customer loyalty, customer 
complaints and conflict, and employees training and motivation were utilised for 
the interview guide and followed by further probing. Based on the responses 
obtained, analyses were made by comparing the responses to what literature 
revealed so that shortcomings could easily be identified.The study revealed that 
there were several inconsistencies with what was practised by the organisation 
and what the literature study revealed. Bearing in mind the shortcomings 
indentified in the empirical study, the researcher made the following 
recommendations. 
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• The CRM implementation approach needs to be carefully planned with a 
clear defined vision and mission statement that focus on customer 
centredness. 
• The organisation needs to invest in modern and innovative channels of 
communication and strategic partnership to reach the right customer. 
• The organisation has to develop effective market segmentation and 
targeting to know the customer well. 
• Consistent and highly relevant customer experiences should be drawn-on 
to fulfill the organisation’s promise of trust and reliability. 
• The organisation should adopt competitive pricing strategy to limit 
customer sensitivity on price. 
• The organisation should invest in employees’ development and welfare. 
• Further research can be conducted to investigate the perception of other 
food retailers on the CRM strategies practiced. 
• Further research can also be conducted in the organisation to investigate 
the perception of employees and customers on the CRM strategies 
practised. 
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• Customer complaints and conflict 
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• Customer relationship management (CRM) 
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CHAPTER ONE 
RATIONALE AND BACKGROUND TO THE STUDY 
1.1 INTRODUCTION 
Drucker (1954:236) has long held the view that the sole purpose of business is 
to create and keep customers. In the 21st Century, companies compete in new 
markets due to new ways of doing business. The advent of Information 
Technology has been the major factor driving these innovations. For this reason, 
the concept of Customer Relationship Management (CRM) has evolved in such 
a way that it is viewed as a strategy to maintain a long-term relationship with 
customers (Mendoza, Marius & Griman, 2007:913). 
According to Karimi, Somers and Gupta (2001:125) CRM systems are 
applications that manage business interactions with customers through the 
constant integration of customer-oriented business processes, including 
marketing, sales, and customer services. 
Retail organisations operate in a competitive environment and rely on satisfied 
customers to maintain their market share. To ensure efficiency, it is important 
that companies hold on to their customers more effectively through the 
intelligent use of data to identify and interact with their valuable customers (Brink 
& Berndt, 2004:181).  
Brink and Berndt (2004:181) state that retailers have yet to fully explore the use 
of data to build customer relationships. The authors indicated that 45 percent of 
retailers do not have a data warehouse and cannot identify their best customers. 
The majority of retailers’ information technology budgets have been spent on 
product-related systems, such as supply chain and inventory solutions. 
KOSAB is a food retailer which was established in 2001 with the main branch 
located at Lusikisiki in the Eastern Cape, South Africa. KOSAB has implemented 
different CRM strategies over the past five years to improve and strengthen its 
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competitiveness in the industry. However, despite the large amount of 
investments put into these strategies, it has realised few benefits and currently 
struggles to implement the strategies.  
King and Burgess (2008:421) emphasise that a good customer relationship is 
the key to business success. Therefore, understanding the needs of customers 
and offering value-added services are factors that determine the success or 
failure of companies. More and more businesses are attaching great importance 
to CRM, which focuses on customers instead of products or services. By 
providing information on customer data, profiles and history, this information can 
support important areas of businesses’ core processes such as marketing, sales 
and services (Fingar, Kumar & Sharma, 2000:56). 
According to Evans and Laskin (1994:439), one of the results of CRM is the 
promotion of customer loyalty which is considered to be a great asset to any 
organisation. However, the branch manager of KOSAB emphasised that 
customer attrition and migration have increased, despite CRM strategies having 
been put in place, with only a small number of the target customers becoming 
loyal to the organisation through the current CRM strategies. According to the 
branch manager, the strategies are not working and the implementation of these 
strategies has also been a failure. 
Meanwhile, in order to implement effective CRM programs, it is important to 
develop the capabilities to acquire the necessary resources, knowledge and 
tools to meet customer’s requirements with the appropriate products and 
services. The abilities of such systems are usually applied on the management 
level of strategic planning.  An effective CRM system should enable an 
organisation to gain greater insight into customer behaviour and preferences 
(Mendoza et al., 2007: 920). 
Businesses using CRM systems not only do so to reduce costs, but also to 
collect and analyse customer data to improve customer needs and satisfaction 
(Karimi et al., 2001:158). The benefits of customer loyalty to a provider of either 
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services or products are numerous, and thus businesses are eager to secure as 
significant a loyal base as possible (Gefen, 2002:27). Indeed, CRM refers to all 
business activities directed at initiating, establishing, maintaining and developing 
successful long-term relational exchanges (Heide, 1994:71).  
This study, therefore, aims at identifying the elements of the CRM strategies as 
practiced by KOSAB, and thereafter to suggest ways to assist the organisation 
in improving the CRM strategies implemented. The organisation commands a 
substantial market size in its area of operation and competes with the well - 
known retail firms such as Spar, Rhino and Shoprite Checkers (S. Abraham, 
Branch Manager, KOSAB, Lusikisiki, personal communication, 18th March 
2010).  
The above discussion leads to the main problem of this research as discussed 
in the subsequent section. 
 
1.2 THE MAIN PROBLEM 
Authors such as Brink and Berndt (2004) and Kincaid (2008) have explained 
how CRM can position the image and growth of an organisation competitively. 
As mentioned above, KOSAB is experiencing problems with customer attrition 
and migration, as well as the implementation of successful CRM strategies. The 
main problem of this research is to identify the CRM strategies used by KOSAB, 
and thereafter to suggest improvements to the CRM strategies in order to 
enhance customer loyalty. 
 
1.3 OBJECTIVES OF THE STUDY 
To formulate a strategy to address the main problem, the following objectives 
have been developed: 
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• to determine what the literature reveals about the elements and strategies 
of CRM, and attracting and retaining customers.  
• to identify the current CRM strategies used by KOSAB. 
• to compare KOSAB’s CRM strategies to those suggested by literature. 
• to make recommendations to KOSAB on how to improve on its current 
strategies. 
 
1.4 THE SIGNIFICANCE OF THE RESEARCH 
Retail trading is very competitive in the contemporary business environment and 
businesses that survive are ones that implement and manage effective customer 
relationships (Cant & Marchado, 2005:56). 
Timm (2008:119) professes that customer retention and customer loyalty are 
major benefits of CRM systems to the organisation. Working to retain existing 
customers by managing relationships with them will impact on the profitability of 
the business (Brooks, 2010:7). As emphasised in the introduction of this 
research, many businesses use large sums of money, technology and other 
resources to create a constant relationship with their customers. In some cases 
the cost of implementing CRM strategies outweighs the benefits that they yield 
(Brink & Berndt, 2004:37). 
Therefore, the researcher aims to conduct an investigation into the elements 
and strategies of CRM used by KOSAB and suggest ways to improve upon 
these strategies.  
The result of the study can be used to assist the management of KOSAB to 
improve the CRM strategies which will hopefully enhance the retention and 
prevent the attrition of customers. 
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1.5  DEFINITION OF SELECTED CONCEPTS 
For the purpose of preventing different interpretations, the concepts cited below 
will be briefly defined. 
1.5.1  Customer Relationship Management (CRM) 
CRM is a management approach that seeks to create, develop and enhance 
relationships with carefully targeted customers (Little & Marandi, 2003:198). 
1.5.2  Customer retention 
Timm (2008:116) defines customer retention as the process by which an 
organisation identifies and maintains a relationship with prime customer groups. 
1.5.3  Retailing 
Retailing is defined as those business activities that involve the sale of goods 
and services to the ultimate (last) consumer for his/her own use or for the use of 
the household (Cant & Marchado,  2005:63). 
1.5.4  Strategy 
According to Tracey (1998:495) a strategy is a compatible combination of goals, 
objectives, and programs that will enable a manager to accomplish optimum 
results under a given set of conditions or circumstances. 
1.5.5 Organisation 
The term organisation is preferred to alternative terms such as company, firm, 
corporation, enterprise, or business. An organisation is defined as a rational, 
goal-directed entity characterised by a structure of hierarchy, division of labour, 
policy procedures and rules (Seeger, 1997:9). 
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1.6 RESEARCH METHODOLOGY 
A research methodology is an instrument that enables the researcher to explain 
the logic behind the research methods and techniques to be used (Welman, 
Kruger & Mitchell, 2005:2). According to McMillan and Schumacher (2006:9), a 
research methodology is a systematic procedure whereby the researcher 
selects data collection and analysis procedures to investigate a specific 
research problem. The research methodology used is addressed extensively in 
chapter four of this study.  However, a brief overview is provided below. 
1.6.1  Literature review 
Welman et al. (2005:39) explain that “a review of related literature can provide 
the researcher with important facts and background information about the 
subject under study”. McMillan and Schumacher (2006:108) express the view 
that the literature review is a summary of the related literature concerning the 
research problem. 
Related literature on CRM which has been written by other researchers on the 
subject under study has been made use of in the current study. The importance 
of CRM and the implementation issues were addressed and highlighted in the 
literature review. 
Furthermore, the researcher also acknowledges that older references were cited 
in addition to recent ones because of the rich understanding, unique 
contributions and value it provides to the study.  
1.6.2  Research approach 
A qualitative research approach was used in the study. McMillan and 
Schumacher (2006:315) mention that qualitative research is an inquiry in which 
researchers collect data in face-to-face situations by interacting with selected 
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persons in their settings. Qualitative research represents several methods of 
data collection which include focus groups, field observation, in-depth interviews 
and case studies (Wimmer & Dominick, 2010:119). 
Creswell (2003:181) maintains that the natural setting in qualitative research 
enables the researcher to develop a level of detail about the individual or place 
and to be highly involved in the actual experiences of participants. 
In the current study qualitative research was used to explore and uncover 
relevant information from the respondent about the CRM strategies used by 
KOSAB.  
1.6.3  Data collection method 
Both secondary and primary data collection methods were utilised for the current 
study. Secondary data is that which has already been collected by other people, 
groups or organisations for additional purposes, but may be helpful in 
addressing the research problems at hand (McMillan & Schumacher, 2006:406). 
In the current study, secondary data was extracted from relevant books, articles, 
journals, and the internet. 
In contrast, primary data originated by the researcher to address the problems 
under investigation (Wilson, 2010:135). An in-depth interview was utilised for the 
current study. The benefits gained from using this data collection method is that 
the researcher was able to tailor the data collection method to suit the specific 
needs of the study (Houser, 2008:272). 
Open-ended questions forming part of the interview guide were used. These 
questions allowed the respondent to answer freely and provide his own answers 
(Du Plooy 2009:144).  
1.6.4 Population and sample  
Welman et al. (2005:52) define a population as a study object which consists of 
individuals, groups, organisations, human products and events, or the conditions 
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to which they are exposed. Sampling, on the other hand, refers to the process of 
selecting a group of individuals from the population so that by studying the 
characteristics of the group, it would be possible to generalise the characteristics 
of the population (McNabb, 2008:128).  
The purposive sampling method was used for the study. The general manager 
who is also the owner of KOSAB was chosen purposefully for the study because 
of his knowledge about how CRM is implemented at KOSAB. 
1.6.5  Data analysis 
The topics and questions identified in the interview guide were used to organise 
the analysis of data. The respondent’s answers to the questions in the guide 
were incorporated into the literature review to establish the actual practices of 
CRM at KOSAB. Further, an evaluation was made by comparing the responses 
obtained with the literature review to establish gaps and provide appropriate 
recommendations to the organisation (Boyce & Neale, 2006:1-5). 
1.6.6  Ethical considerations 
Ethical consideration which normally applies to research codes implies that no 
harm should befall the subject of the research, and that the research should be 
done in a free manner based on informed consent (Welman et al., 2005:181). 
The researcher should ensure that the rights, needs, values and desires of 
respondents are respected (Creswell, 2003:201).  
 
1.7 CHAPTERS FOR THE STUDY 
The study comprises of six chapters. Chapter one constitutes an introduction to 
the study, the main problem, objectives, significance of the study, definition of 
selected concepts, and research methodology to be used. 
The literature review for this study has been divided into two chapters; this is to 
allow the researcher to attain an understanding of previous research done on 
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the study area. Chapter two deals with the literature review on CRM. In chapter 
three, the researcher presents CRM strategies that can attract and retain 
customers to the retail sector. 
The research methodology for the research study is addressed in chapter four. 
This section discusses the research design, data collection method and 
analysis. The sampling method used and ethical considerations are also 
discussed in the chapter. 
Data collection and analysis are presented in chapter five of the study. Chapter 
six presents a summary of the findings, the conclusions of the study and the 
recommendations. 
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CHAPTER TWO 
CUSTOMER RELATIONSHIP MANAGEMENT (CRM) 
2.1  INTRODUCTION 
The retail market has experienced several changes and challenges in the 
contemporary business environment. This has led to a very stiff competition, 
cutting many oganisations’ market share or even eliminating some organisations 
out of business (Jeong, Seok & Kyung, 2003:324). 
It is evident that customers are presented with different alternatives, and 
switching to other competitors has become a common thing. As a result of this 
reality, some organisations have been fast to realise that mass production and 
mass marketing cannot simply retain customers or create a formidable customer 
loyalty base. The result has been a shift to customer-oriented marketing, with 
one-to-one interaction with each customer being the priority (Jeong et al., 
2003:324). 
This chapter provides a literature review to complement theoretical knowledge 
on issues such as: objectives and strategies of CRM, factors that promote 
successful implementation of CRM, reasons for CRM failure, communication in 
CRM, measuring the impact of CRM, and benefits of CRM.  
 
2.2  DEFINITIONS AND INTERPRETATION OF CRM 
CRM originated from the eighties, when there were many criticisms about the 
widely accepted “4Ps” of marketing, namely: product, price, promotion and place 
(Kotler, 2003:26-27). Berry (1983:236-245) became the first author to use the 
term relationship marketing which has since gained wide recognition. 
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Since the introduction of relationship marketing, several authors and scholars 
have defined and interpreted CRM in different ways. The researcher presents 
some differing opinions about CRM as found in the literature. 
Fjermestad and Romano Jr. (2006:4) recognise that “CRM is the infrastructure 
that enables the delineation of an increase in customer value, and the correct 
means by which to motivate valuable customers to remain loyal and to buy 
again. The infrastructure consists of the people and processes that an 
organisation has at its disposal to understand, motivate and attract customers.” 
Bergeron (2002:3) on the other hand, suggests that CRM is a way to manage a 
company’s resources in an efficient manner that increases long lasting return on 
investment (ROI), although this does not imply retaining old customers. 
Bergeron explains further that CRM is a dynamic process of managing a 
customer-company relationship in such a way that customers decide to continue 
mutually beneficial commercial exchanges (Bergeron, 2002:3). 
According to Little and Marandi (2003:198), CRM is a management approach 
that seeks to create, develop and enhance relationships with carefully targeted 
customers. Jha (2008:1) also defines CRM from the (IT) perspective. Jha 
explains that CRM is a process mediated by a set of IT that focuses on creating 
two-way exchanges with customers so that organisations have an ultimate 
knowledge of their needs, wants and buying patterns. 
However, Shanmugasundaram (2008:3) argues that CRM is a package of 
business strategies, and not a technology. He cites that CRM is a business 
strategy which includes the formation of methodologies and tools that help 
organisations to manage customer relationships in an organised way.  
Rajola (2003:1) concurs with Shanmugasundaram’s definition of CRM, citing 
that CRM is not only a technological matter, but above all is a business practice 
across organisations that forge a close connection with customers. 
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Anderson and Kerr (2002:5) state that “CRM is a comprehensive approach for 
creating, maintaining and expanding customer relationships. It is about 
managing relationships effectively to minimise costs while at the same time 
increasing the viability of the product and service offerings”.  
The goal is the management of durable and profitable customer relationships. In 
this regard, Raab, Ajami, Gargeya and Goddard (2008:4) explain that “knowing 
your customer and knowing what they buy” could be the motto of CRM.  
Further, Rajola (2003:5) explains CRM from three different perspectives, 
namely: 
• Operational CRM: covers customers-facing transactions, such as 
customer service, invoice/billing, sales and marketing automation, and 
management within the organisation. 
• Analytical CRM: involves the capturing, extraction, processing, reporting, 
and interpretation of customer data to the user. 
• Collaborative CRM: is a relationship program-a customer interaction 
centre in which communication channels, such as the Internet, e-mail or 
other channels are used to establish and maintain contact with the 
customer. 
Sheth, Parvatiyar and Shainesh (2008:6) also define CRM as a comprehensive 
strategy and process of acquiring, retaining and partnering with selective 
customers to create superior value for the organisation and the customer. 
Premised on the discussion above, the researcher contends that the focus of 
CRM includes: 
• continuous interaction with customers. 
• use of knowledge about customers to better satisfy them. 
• lifetime customer value. 
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• mutual benefit and commitment. 
Hence, the researcher defines CRM as a broad-based business strategy that 
aims to acquire, retain and foster a lasting relationship with profitable customers. 
Thus, CRM is more than a technology-driven strategy for managing customer 
information. 
 
2.3 THE EMERGENCE OF CRM 
CRM developed during the eighties in the pre-industrial era. It emerged due to 
personal interactions between farmers of agricultural products and their 
customers. Complementing this were artisans who invented products specifically 
tailored for individual customers. Such direct interactions led to a rational 
bonding between the producers and the customers (Sheth et al., 2008:6). 
According to Berry and Parsuraman (1991:15), CRM started through the 
growing de-intermediation process in many industries due to the advent of hi-
tech computer and telecommunication systems used to interact directly with the 
final customer. For example, in many industries, such as the airline, banking, 
insurance, computer software, household appliances industries and even 
consumables, the de-intermediation process is fast-changing the nature of 
marketing and making relationship marketing more popular. 
Mass production and frequent use of intermediaries in the industrial era resulted 
in interaction between producers and consumers becoming less frequent. This 
led to transaction-oriented marketing. In other words, the production and 
consumption function became separated, leading to the marketing function 
being performed by the intermediaries (Sheth et al., 2008:7). 
Heide (1994:75-85) emphasises that the introduction of database and direct 
marketing tools gives industries the opportunity to personalise their marketing 
efforts. As a result, producers do not need the functions previously performed by 
the intermediaries. Consumers, too, are willing to undertake some of the 
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responsibilities of direct ordering, personal merchandising and product-use 
related services with little help from the producer (Heide, 1994:75-85). 
The adoption of CRM also increased in the service economy. Between the 
service provider and the service user, an emotional bond developed creating the 
need for maintaining and enhancing the relationships (Grönroos 2000:7). 
Frazier, Spekman and O’Neal (1988:52-67) hold that the force driving the 
adoption of CRM has been total quality management (TQM) which was 
embraced to improve quality and reduce cost. Therefore, it became necessary 
to involve suppliers and consumers in implementing programs at all levels of the 
value chain. 
Companies such as Motorola, IBM, General Motors, Xerox, Ford and Toyota 
formed partnering relationships with suppliers and customers to practice TQM. 
Other programs such as “Just-in-time” (JIT) supply and “Materials-Resource 
Planning” (MRP) also recognised and built relationships between suppliers and 
customers (Frazier et al., 1988:52-67). 
The advent of digital technology, complex products and the systems selling 
approach has also led to the wide use of interaction techniques between 
business and customers. This approach stressed integration of parts, suppliers 
and the sale of services, along with individual capital equipment. Customers 
liked the idea of systems integration, and sellers have been able to sell 
augmented products and services to customers (Shapiro & Moriarty, 1980:68). 
The introduction of account management programs to assess the customer’s 
needs and further harbour the information for future use has also led to the 
establishment of strategic partnering within the overall domain of CRM (Shapiro 
& Moriarty, 1980:68). 
Moreover, contemporary marketers are concerned with keeping customers for 
life rather than just making a one-time sale. Retaining customers offers a more 
sustainable, competitive advantage than acquiring new ones. Marketers have 
15 
 
realised that it costs less to retain customers than to compete for new ones, 
hence the use of CRM initiatives (Brink & Berndt, 2004:7). 
Finally, customer expectations have also been changing since the 1990s. 
Fueled by new technology and the growing availability of advanced product 
features and services, customer expectations are changing almost on a daily 
basis. Consumers are less willing to make compromises in product and service 
quality. It is, therefore, necessary to build cooperative and collaborative 
relationships with customers to prudently keep track of their changing 
expectations and in turn appropriately influence them (Sheth et al., 2008:8). 
 
2.4 THE OBJECTIVES AND STRATEGIES OF CRM INITIATIVES 
As cited by Amofah in Gray and Byun (2001:66), over 57 percent of chief 
executives in a survey with 191 respondents believe that the major objective and 
strategy of CRM initiatives is geared towards customer satisfaction and 
retention. Gray and Byun (2001:67) profess that CRM should be able to provide 
organisations with a consistent and an up-to-date customer catalogue, order and 
inventory data across all their sales channels such as: web, call centre, and all 
physical points of presence. 
According to Chue and Gerry (2002:672) one of the CRM initiatives is to change 
the entire organisation into becoming customer-centric with a specific emphasis 
on customer profitability. CRM can help to forecast strategies that can retain the 
best customers by identifying customer attrition, as well as customer 
dissatisfaction. This will enable the organisation to estimate the profitability of 
individual accounts. 
Peppers, Roggers and Dorf (1999:59) summarise the following as the basic 
strategies and objectives of CRM initiatives: 
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• Customer identification: the organisation must be able to identify the 
customer via marketing channels, interactions and transactions for a 
period of time. 
• Customer differentiation: customers have their own needs and demands 
therefore the organisation should utilise CRM effectively to meet those 
demands. 
• Customer interaction: the customer’s long-term profitability and 
relationships with the organisation is very important. The organisation 
should therefore use CRM to keep track of the customer’s behaviour and 
needs over time. 
• Personalisation: CRM can be used to treat each customer differently or 
uniquely. This can increase customer loyalty. 
Stone, Woodcock and Macthynger (2000:85-89) state that there are two main 
objectives that influence the need for CRM technologies to support the 
completion of CRM strategies and initiatives. These are as follows: 
• CRM systems enable organisations to arrange resources in a proper 
manner to better serve and meet the needs of the customer. 
• CRM systems give the possibility to automate what was previously done 
by hand. This can increase productivity in the entire organisation. 
According to Thompson (2004:15), the main strategies and objectives of CRM 
initiatives are to: acquire customers; grow profitable customer relationships; 
retain profitable customers; and create competitive advantages. 
According to Ryals and Knox (2001:534), the CRM objectives and strategies for 
service applications include: 
• Cost reduction and increased profitability: a profit centre should be 
created out of a service organisation to generate more revenue and 
assist other operational centres to function with ease. 
17 
 
 
• Using service to differentiate products: organisations should use service 
to distinguish the business by offering service that are unique to the 
customer. CRM can be used as a communication channel to assist 
customers to communicate with the organisation at any time. 
 
• Using service to delight customers: organisations should provide 
enhanced customer care and customer information management across 
the organisation to improve customer satisfaction and loyalty. 
 
• Using service to improve service delivery: organisations should create 
efficient and effective service business using integrated enterprise-wide 
information available in the front office (Ryals & Knox, 2001:540).  
 
Deck (2001:12) explains that the objective and the strategy of CRM is that it 
should help organisations to use technology and human resources to 
understand the behaviour of customers and their value. In such a manner, an 
organisation can: provide better customer service; make call centers more 
efficient; cross-sell products more effectively; help sales staff close deals faster; 
simplify marketing and sales processes; discover new customers; and increase 
customer revenues. 
According to Greenberg (2001:66), the objectives and strategies for an 
organisation that is implementing CRM are as follows: 
• Increase revenue: the organisation should focus the sales force on 
increasing revenue through better information and good incentives to 
drive top line growth. 
• Reduction of cost of sales: organisations should use new technologies to 
reduce the cost of deploying sales automation solutions and improve the 
effectiveness of sales efforts simultaneously. 
18 
 
• Sales representative retention: empower the organisational sales force to 
proactively track and monitor their performance and compensation levels. 
This will be motivated to achieve goals, and both the sales staff and the 
firm will benefit. 
• Increase sales representative productivity: organisations should reduce 
the steps involved in tracking, and quoting customer data with integration 
of sales capabilities across the organisation. 
• Improve win probability: organisations should improve the focus of 
organisational sales efforts with better information to help the force to 
close deals. 
Patton (2001:10) states that one of the objectives and strategies of CRM 
initiatives is to provide the sales force with instant information on prospective 
customers. He claims this will boost the organisation’s chances for rapid 
expansion around the world, and also help the sales force to develop brisk 
business. 
 
2.5  A CRM PROCESS FRAMEWORK  
Parvatiyar and Sheth (2002:9) propose a four-stage CRM process model. This 
model is shown in Figure 2.1 and comprises of: a customer relationship 
formation process; a relationship management and governance process; a 
relational performance evaluation process; and a CRM evolution. 
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Figure 2.1:  Components of the process model 
Source: Parvatiyar & Sheth (2002:9) 
2.5.1 The CRM formation process 
Parvatiyar and Sheth (2002:9) state that the first stage in the formation process 
of CRM encompasses the decisions regarding the initiation of relationship 
activities for an organisation concerning a specific group of customers, or to an 
individual customer with whom the company wishes to engage in a cooperative 
or collaborative relationship. In the formation process, there are three important 
decision areas, namely: defining the purpose of engaging in CRM; selecting 
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parties (or customer partners) for appropriate CRM programs; and developing 
programs for relationship engagement with the customer.  
 2.5.1.1 The purpose of CRM and its operational goals 
CRM seeks is to improve marketing productivity and to enhance mutual value 
for the parties involved in the relationship.  Improving marketing productivity and 
creating mutual values can be achieved by increasing marketing efficiencies 
and/or enhancing marketing effectiveness (Parvatiyar & Sheth, 2002:10). 
Doney and Cannon (1997:35) explain that seeking and achieving such 
operational goals such as lower distribution costs; streamlining order processing 
and inventory management; reducing the burden of excessive customer 
acquisition costs; and considering the economics of customer retention, firms 
can achieve greater marketing efficiencies.   
CRM can also enhance marketing effectiveness by carefully selecting customers 
for their various programs. This can be achieved by individualising and 
personalising their market offerings to anticipate and serve the needs of 
individual customers, by building customer loyalty and commitment, by 
partnering to enter new markets and developing new products, and by redefining 
the competitive playing field for their company. Stating the objectives and 
defining the purpose of CRM in a company helps to clarify the nature of the 
CRM programs and activities that ought to be performed by the partners 
(Parvatiyar & Sheth, 2002:12). 
2.5.1.2 Relational parties and partners 
According to Parvatiyar and Sheth (2002:13), parties with whom to engage in 
cooperative or collaborative relationships is another important decision in the 
relationship formation stage.  Even though a company may serve all customer 
types, few have the necessary resources and commitment to establish CRM 
programs for all.  Therefore, in the initial phase, companies have to decide on 
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which customer types and specific customers, or customer groups to focus their 
CRM efforts on.   
Patton (2001:15), meanwhile states that when a company gains experience and 
achieves successful results, the scope of CRM activities can be expanded to 
include other customers in the program, or to include additional programs. 
Partner selection is an important decision in achieving CRM goals.  
Parvatiyar and Sheth (2002:12) emphasises that other organisations have 
formalised their processes of selecting relational partners through the use of 
extensive research and the evaluation of chosen criteria.  The criterion for 
partner selection varies according to the organisation’sgoals and policies.  They 
can range from a single criterion, such as the revenue potential of the customer, 
to multiple criteria that include variables, such as customer commitment, 
resourcefulness, management values, technological and market leadership, 
national and global presence, strategic value, and complementary business 
processes.   
2.5.1.3 CRM programs and strategies 
 CRM programs are categorised into three groups namely: continuity marketing, 
one-to-one marketing, and partnering programs. Each of these can take different 
forms depending on whether they are meant for end-consumers, distributor 
customers, or business-to-business customers (Parvatiyar & Sheth, 2002:15).   
Kotorov (2003:555) holds that customer segmentation and differentiation is 
needed to match revenue potential with service offerings. Customers with higher 
revenue potential deserve a greater allocation of costs and service otherwise; 
competitors will take the opportunity by offering better service and a greater 
allocation of resources for the high-end customers.   
Parvatiyar and Sheth (2002:17) depict in Figure 2.2 the customer revenue-cost 
re-allocation opportunity zone.  The figure suggests that in most organisations, 
instead of the average cost per customer being proportionate to the average 
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revenue per customer, one considers a flat cost curve that is not sensitive to the 
revenue produced by the customer. Such a situation opens up an opportunity for 
competitors to increase their offerings by allocating expensive resources to the 
high-end customers.  Thus, as shown in Figure 2.2, a hierarchy of CRM 
programs could be considered for different customer groups based on the extent 
of service and the opportunity for customer business development. 
 
Proportionate 
                                          Relationship 
 
Average Cost/ 
Customer 
                                                                                                   Competitor 
                                                                                                   Response 
 
                                                                           Prevalent Practice 
Average Revenue/Customer 
Figure 2.2: Customer revenue and cost relationship 
Source: Parvatiyar & Sheth (2002:12) 
2.5.2 The CRM governance process  
Davis (1999:319) exerts that once a CRM program is developed and rolled out, 
the program and the individual relationships must be managed and governed 
properly. The degree to which an organisation should manage the CRM 
programs will depend on the size of the market.  However, for programs directed 
Opportunity                
Zone 
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at distributors and business, the management of the relationship would require 
the involvement of both parties. 
Heide (1994:78) emphasises that the degree to which these governance 
responsibilities are managed will depend on how the relational partners perceive 
the norms and nature of the CRM programs, and the purpose of engaging in the 
relationship. The management and governance responsibilities should be 
independently or jointly undertaken by relational partners. Issues which include 
decisions regarding role specification, communication, common bonds, the 
planning process, process alignment, employee motivation, and monitoring 
procedures need be addressed.  
Sheth et al. (2008:21) clarify that the role to be played by each partner in the 
relationship must be specified. This will assist in allocating resources efficiently 
and empower the teams charged with the responsibility of managing the 
relationship with the customers. The organisation should also maintain a 
constant communication with the customers. This will help to promote mutual 
trust and provide the information and knowledge needed to keep the cooperative 
and the relationship going on. 
Kotorov (2003:569) acknowledges that organisations should establish intra-
company communication with all those involved in managing the relationship 
with a specific customer or group of customers.This could help to create a 
formidable bond with the customer which could lead to customer loyalty. 
Another important aspect of relationship governance is the process of planning 
and determining the degree to which customers need to be involved in the 
planning process. Customers should not be eliminated from the planning 
process in decisions regarding the relationship. This will ensure their support in 
the implementation plan and in the achievement of the planned goals. It must be 
mentioned that not all customers are necessarily willing to participate in the 
planning process. It is also not possible to involve all of them in relationship 
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marketing programs for the mass market, but efforts should be made to involve 
major customers in the planning process (Parvatiyar & Sheth, 2002:18). 
The organisation should also maintain regular training for their employees and 
staff on how to interact with customers, work in teams, and manage relationship 
expectations. This could help to create the right motivation for the employees to 
work confidently. Furthermore, building strong ties with the customer helps in 
strengthening CRM governance (Sheth et al., 2008:39). 
Delone and Mclean (2003:22) add that there should be proper monitoring of the 
CRM program to help avoid future failure and to manage conflicts in the 
relationship. The monitoring processes should include a periodic evaluation of 
goals and results, initiating changes in the relationship structure, design, or the 
governance process if needed, and creating a system for discussing problems 
and resolving conflicts. 
The importance of good monitoring of CRM programs is summarised by Biong, 
Parvatiyar and Wathne (1998:150) as follows: 
• Good monitoring procedures help avoid relationship destabilization. 
• Monitoring also helps keep CRM programs on track given proper 
alignment of goals, results, and resources. 
• The governance process helps in the maintenance, development, and 
execution aspects of CRM. 
• It helps to strengthen the relationship among partners, and if the process 
is satisfactorily executed, it ensures continuity of the relationship. 
2.5.3 CRM evolution process 
Parvatiyar and Sheth (2002:12) state that CRM programs can undergo several 
changes as the program’s implementation matures within the organisation. 
Some of these changes may happen when it has already been planned, while 
occasionally the changes happen in a natural manner. When these changes 
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happen, the organisation needs to make a tactical decision regarding the 
program. The decision should centre on the issues of continuation, termination, 
enhancement, and modification of the relationship engagement.  
Parvatiyar and Sheth (2002:13) indicate that two crucial issues that have an 
impact on the evolution of CRM programs are relationship performance and 
relationship satisfaction. The authors emphasise that when the performance of 
the programs have met desired expectations, the partners are enthused to 
continue the program. However, when the program does not meet expectations, 
the partners may decide to terminate or modify the relationship programs. 
Shamdasani and Sheth (1995:20) add that factors, such as the merging of 
companies, the acquisition of new companies and when senior managers or 
executives within the organisation move may contribute to CRM evolution. In 
addition, Sheth et al., (2008:44) recommend that any decisions regarding the 
evolution of CRM programs must be planned, taking into consideration the 
contingencies and its future impact. 
 
2.6  IMPLEMENTATION OF CRM 
Successful implementation of CRM requires specific actions on the part of the 
organisation. Brink and Berndt (2004:9) propose that management in the top 
hierarchy of the organisation must show their full support and commitment for 
CRM programs. Goldenberg (2003:128) adds that the organisation has to invest 
in an improved information system. Thereafter, a project manager has to be 
appointed to oversee the implementation of the entire project. 
Pinto and Slevin (1987:22) describe the role of a project manager as a person 
who is appointed to: supervise the project, co-ordinates the education process, 
and motivates and notify employees about any further development which 
pertains to the project. Goldenberg (2003:129) emphasises that the project 
manager has to know the customers, their demands and anticipations, the 
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opportunities and threats in the market, and the strengths and weaknesses 
inside the organisation. 
Furthermore, Yips and Madsen (2006:24) recommend that an information and 
communication technology (ICT) program can be used for CRM applications. 
The ICT program has two main aspects, namely: the front-office applications, 
which are integrated with the customer database, as well as the customer 
contact and access channels. Yip and Madsen (2006:25) also emphasise that 
these technologies assist the organisation to stay up-to-date with its customers 
and collect additional information with every transaction that takes place. 
Thereafter, the next step is to train the employees of the organisation on how to 
use the new technology. Training is crucial and it should not be a once-off 
training session, but a continuous practice enabling the staff to be well-
experienced in offering stable and reliable services to all customers 
(Goldenberg, 2003:129). 
Goldenberg (2003:79) notes that the new technology should be integrated within 
the organisation so that systems used by one department can be accessible to 
the other departments. This enables the customer to be attended to by all 
departments irrespective of where the customer had initially been attended to. 
Xu and Walton (2005:955) stress that there should be a continuous monitoring 
of customer satisfaction and behaviour so that the successes can be measured 
against benchmarking, without expectations of immediate profits. CRM systems 
not only enhance the organisation’s ability to interact, attract and build one-to-
one relationships with customers, but also enhance the ability to gain customer 
knowledge (Xu & Walton, 2005:955).     
According to Kotorov (2003:570), many factors play a role in the transition to a 
CRM-driven business model, but the most important step forward is the 
conceptualisation of CRM as a strategy rather than a solution. This realisation 
has allowed the first CRM projects to be elevated from departmental level 
projects to corporate level projects. Secondly, it has also allowed CRM projects 
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to secure the involvement and commitment of the members of the senior 
executive team, without whose support, CRM projects would fail. 
According to a study conducted by Mitussis, O’Malley and Patterson (2006:572), 
it was found that the implementation of CRM has not been unproblematic. In the 
mass market, any synthesis of relationship, sincerity and the other presumed 
CRM outcomes must be enabled by the technology. Unfortunately, because so 
many interactions between the organisation and its customers occur, most need 
to be automated and/or scripted. 
To have a successful CRM implementation, management needs to ensure that 
they have done research in both the industry’s best practices and the adaptation 
capability to their organisation in the new application. Crocket and Reed 
(2003:63) recommend the following key steps to a successful CRM strategy: 
• Strategic context: the organisation should understand how CRM fits into 
the context of the organisation’s overall business strategy. 
• Capability assessment: an assessment must be done to confirm the 
organisation’s current CRM capabilities. 
• Business development: the reasons for the organisation to implement 
CRM have to be established rather than just having a new technology 
fever.  
• Implementation plan: create and execute a plan, which clearly defines 
how to achieve the goal and execute it. 
Lipka (2006:95) describes a twelve-step processes for rolling out CRM where 
each phase builds up on the previous phase, namely: align your attitude; define 
your products and services; define product/service and ownership; define 
customer ownership; know and study your customer; manage your channels; 
define your process; integrate your channels; think value proposition; measure 
results from customer’s perspective; think investment; and refine and improve.  
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Parvatiyar and Sheth (2002:20) contend that CRM solutions need to be based 
on interactive technology and processes. Their suggested data model is shown 
in Figure 2.3. This assists the organisation in developing and enhancing 
customer interactions through one-to-one marketing. The system identifies 
appropriate data inputs at each touchpoint and uses analytical platforms to 
generate appropriate knowledge output for front-line staff during customer 
interactions. 
 
 
  
 
  
  
                       
         
  
                                 
 
Figure 2.3: Data model/information platform for CRM 
Source: Parvatiyar & Sheth (2002:20) 
Peppers et al. (1999:151) are of the view that CRM tools are valuable when 
used to identify and differentiate individual customers, as well as when 
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generating individualised offers and fulfilling customised solutions. A lack of a 
CRM strategy or CRM programs could leave the front-line staff without any 
knowledge of what they should be doing. CRM tools are meant to supplement a 
company’s strategy for building effective customer relationships, and therefore 
an appropriate strategy and excellent implementation are both needed for 
obtaining successful results. 
 
2.7 FACTORS THAT PROMOTE SUCCESSFUL IMPLEMENTATION OF 
CRM  
Jha (2008:1) indicates that many CRM initiatives have failed because the 
implementation was limited to software installation without alignment to a 
customer-centric strategy. 
Grönroos (2000:95) identifies a number of requirements that an organisation 
needs to meet in order to adopt a relationship strategy. These are now 
described. 
Firstly, the organisation needs to have an in-depth knowledge and 
understanding of the long-term needs of their customers, and offer added-value 
on top of the product itself. The organisation should be able to manage 
customer information and offer better services to customers than its competitors. 
Secondly, the organisation should direct its efforts towards meeting the 
demands and expectations of the customer. This can be achieved through a 
total service offering. A process management approach must be followed. This 
means that the organisation should direct its efforts towards meeting the 
demands and expectations of the customer through a total service offering. 
The third requirement is that the organisation should consider whether they can, 
in fact, provide the total offering needed. If they cannot, they will have to 
investigate partnering with other organisations to build a successful relationship 
that meets the customer’s needs. 
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The next requirement is that the organisation needs to have a better knowledge 
about the customer in order to decide with which customers to invest in 
relationship building. Systems will have to be implemented to supply as much 
information about the customers as possible. This can be done through face-to-
face contacts or by using the advances in Information Technology to get the 
required information. Thereafter, a database of that information needs to be 
created. The organisation should then use the captured data to establish cross-
selling opportunities, and to use information for many other marketing decisions. 
Lastly, a customer-centered culture should be created within the organisation 
because relationship marketing is dependent on the attitude, commitment and 
performance of the people in the organisation. This means that the success in 
the market place with customers is dependent on the ability of the organisation 
in motivating its staff to be committed to the customer. 
According to Smith (2006:87), organisations should learn from past project 
failures to strategically understand CRM. These failures include: over stressing 
the functionality of CRM; not having front-to-back CRM solutions for customers 
(this includes employee education on the benefits of CRM solutions and 
procedures on front line follow-up); and not having the corporate culture to 
support the implementation of CRM. 
Mitussis et al., (2006:572) state that failures in implementing CRM are due to a 
lack of knowledge and research, a lack of project management skills, a lack of 
commitment from the executive management, and poor choices in sourcing 
CRM software. 
Meanwhile, numerous consultants and critics have also expressed various 
opinions as to why so many CRM projects have failed. Rigby, Reichheld and 
Schefter (2002:65), for example, have cited ‘the four perils of CRM’. The pitfalls 
and proposed counter measures of these four perils are described below. 
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Peril 1: Implementing CRM before creating a customer strategy  
Many executives mistakenly believe that implementing CRM software is 
equivalent to creating a marketing strategy. But in fact, CRM software is just an 
enabler to move their strategy into action. Before implementing CRM software, 
the organisation should formulate its strategy and clarify the purpose for this 
strategy. In other words, a traditional and well thought out marketing strategy 
concept is necessary. 
Peril 2: Rolling out CRM before changing the organisation to match  
After establishing the goals of its strategy, the organisation should revamp its 
internal affairs and/or business processes accordingly. This includes not only 
external operations with customers, but internal systems, such as job 
descriptions, performance measures, compensation systems, and training 
courses. If such reforms are implemented, employees should recognise the 
nature and benefits of the new strategy. 
Peril 3: Assuming that more CRM technology is better  
Many executives also mistakenly believe that CRM is a technology-intensive 
product, and are apt to put emphasis on new functions of CRM software. CRM 
can be managed in many ways and the objectives of CRM can be fulfilled 
without large investments in technology by simply motivating employees to be 
more aware of customer needs. When an organisation begins to use packaged 
CRM software, it is very important for them to narrow down the specifications of 
the software in order to minimise the burden on its users, and to suppress bugs. 
If an organisation concentrates excessively on new functions, it could cause 
false integration of CRM software and existing systems. 
Peril 4: Stalking, not wooing, customers  
With the aid of CRM software, marketing managers can easily analyse greater 
quantities of customer data than before; thus, they are apt to contact their 
customers without careful consideration. They should establish contact only with 
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individuals who have a real interest in their company and/or products. When 
marketing managers approach the wrong people, they can be perceived as 
stalkers and lose potential customers. Therefore, at the introductory stage of 
CRM, regular communication should be maintained throughout the organisation 
at all times.  
Phil (2010:327) contends that most CRM programs fail due to reasons such as: 
• Installing technology without a business strategy: CRM programs are 
likely to fail if it is perceived as an IT strategy alone without having a 
comprehensive business strategy aligned to the organisation. 
• Paying insufficient attention to user needs and benefits: issues critical to 
this are software programs that are difficult to use, salespeople who do 
not see the importance that the new system will bring to the organisation, 
and poor communication of the benefits to the users. Therefore, before 
the adoption of CRM, the users need to be engaged early and often 
during the system planning and implementation phase. The objectives 
and benefits should be clarified so that the users have clarity. 
• Using non-existent measures of project completion and success: CRM 
programs are likely to fail when the organisation does not have clearly 
defined goals and strategies to measure the results. To counter this 
failure, organisations should specify the goals and create the right 
metrics to measure the impact of CRM. 
Almotairi (2009:3) supports some of the causes of failure cited above by the 
different authors. In concomitant to the above, the author adds the following as 
causes of CRM failures: thinking that CRM is a pure technology; top 
management not showing much support for the program; lack of customer-
centric culture; lack of readiness process; poor quality of data; lack of 
management to change; lack of vision and strategy; and lack of involving the 
final user in designing CRM solutions. 
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Lovelock and Wirtz (2007:43) add that most CRM programs fail due to the 
following reasons. Firstly, many CRM programs are perceived as being a 
technology-driven initiative.  Secondly, insufficient appreciation of the Customer 
Lifetime Value (CLV) may also affect successful implementation. In addition, 
lack of adequate support from top management of the organisation could impact 
on the CRM implementation. Lack of customer focus and the failure to re-
engineer business processes may contribute to CRM failures. Finally, an 
underestimation of the challenges in data integration may also cause CRM 
initiatives to fail.   
 
2.8 THE IMPORTANCE OF COMMUNICATION IN THE IMPLEMENTATION 
OF CRM 
Brink and Berndt (2004:195) state that it is very important to maintain a constant 
communication throughout the implementation of the CRM strategy. This helps 
employees to be motivated and reduces the chances that could result in an 
increased resistance to change and lower the degree of participation in the 
change process. 
Communication should be managed well through a two-way flow of information. 
Firstly, the organisation should communicate with the customer on regular bases 
through telephonic, e-mail, and Short Message System (SMS) means, or in a 
way that is preferable to the customer. It is essential that when the customer 
initiates the contact, it is channeled to those most suited to deal with the issues 
being raised. Secondly, the employees who deal with the customer should 
record the communication, and be trained in handling the complaints and 
comments made by the customer (Brink & Berndt, 2004:195).   
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2.9 EVALUATING THE PERFORMANCE OF CRM 
There should be a periodic assessment of results in CRM to evaluate whether 
the programs are meeting expectations and if they are sustainable in the long 
run.  Performance evaluation also helps in taking corrective action in terms of 
relationship governance, or in modifying relationship marketing objectives and 
program features.  Without proper performance metrics to evaluate CRM efforts, 
it would be hard to make objective decisions regarding continuation, 
modification, or termination of CRM programs (Sheth et al., 2008:14).  
As emphasised by Biong et al. (1998:22), developing performance metrics is a 
challenging exercise as most organisations use existing marketing measures to 
evaluate CRM. However, many existing marketing measures, such as market 
share and total volume of sales may not be appropriate in the context of CRM.  
Even when more CRM-oriented measures are selected, they cannot be applied 
uniformly across all CRM programs, particularly when the purpose of each 
program is different.   
Biong et al. (1998:30) indicate that the purpose of a particular CRM effort is to 
enhance distribution efficiencies by reducing overall distribution costs, 
measuring the program's impact on revenue growth, and to determine the 
appropriateness of the customer’s share of the business. In this case, the 
program should be evaluated based on its impact on reducing distribution costs 
and on other metrics that are aligned with those objectives.   
Furthermore, Deck (2001:51) emphasises that by harmonising the objectives 
and performance measures, one would expect to see more goal-directed 
managerial actions by those involved in managing the relationship. Kaplan and 
Norton (1992:73) recommend that CRM performances can be measured using 
the balanced scorecard that combines a variety of measures based on the 
defined purpose of each program. In other words, the performance evaluation 
metrics for each CRM program should reflect the set of defined objectives for 
the program.   
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Stone et al. (2000:80) suggest the assets value of cooperative relationships to 
evaluate CRM programs. According to these authors, if the cooperative and 
collaborative relationship with customers is treated as an intangible asset of the 
firm, its economic value can be assessed using future cash flow estimates. 
Although a well-accepted model for measuring relationship equity is not 
available in the literature as of yet, Stone et al. (2000:82) argue that 
organisations are trying to estimate the value of CRM programs, particularly in 
measuring the intangible assets of the organisation.   
Another global measure used by organisations to evaluate CRM performance is 
the measurement of relationship satisfaction.  Similar to the measurement of 
customer satisfaction, which is now widely applied in many organisations, 
relationship satisfaction measurement could help in finding out to what extent 
relational partners are satisfied with their current cooperative and collaborative 
relationships (Newell, 2002:74).  
According to Wulf (2001:45), organisational performance can also be measured 
using a variety of measures of efficiency or effectiveness. Measures of efficiency 
have a cost-benefit focus; they also include financial ratios, such as return on 
assets and return on equity. Measures of effectiveness have a revenue 
generation focus and are measured by variables such as market share and 
sales. 
Reichheld and Sasser (1990:107) are of the view that customer loyalty can be 
used to evaluate the performance of CRM programs. When relationship 
satisfaction or loyalty measurement scales are designed based on the 
antecedents, they can provide rich information on their determinants and 
thereby help organisations to identify those managerial actions that are likely to 
improve relationship satisfaction and or loyalty. 
Moreover, Henning-Tharaw and Klee (2007:45) emphasise that organisations 
implementing CRM technologies report that the most used performance 
evaluation metrics include: customer satisfaction survey scores; sales related 
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data such as new customer acquisition; sales quota fulfillment; sales cycle and 
cross-selling volume; and marketing efficiency data such as communication and 
administrative costs. 
 
2.10 THE IMPACT AND BENEFIT OF CRM ON PERFORMANCE 
According to Gray and Byun (2001:55), the benefits of CRM are to: 
• Improve the organisation’s ability to retain and acquire customers. 
• Maximise the lifetime value of each customer. 
• Improve service without increasing cost of service. 
The authors emphasise that for an organisation to get all these benefits, sales, 
marketing and service functions need to work together. 
Crosby (2002:271) states that, by using customer information wisely to deliver 
what the customer needs, organisations will create long term collaborative 
relationships with the customers. This, Crosby (2002:271) claims, will bring 
many benefits since long term customers are less costly to serve and smooth 
running relationships are less resource intensive. Turban (2000:66) adds that 
increasing customer satisfaction could increase customer loyalty.  
Swift (2001:28) suggests that the benefits of CRM could be found in these 
areas: 
• Higher customer retention and loyalty: the customer retention increases 
when customers stay longer, buy more, and buy more frequently. The 
customer takes more initiatives that increase bonding relationships, and 
as a result the customer loyalty increases. 
• Increase customer profitability: the customer profitability increases when 
the customer wallet share increases, the up-selling goes up, cross-
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selling and follow-up sales increase. Further, more referrals come with 
higher customer satisfaction among existing customers.  
• Evaluation of customer profitability: when the organisation gets to know 
which customers are profitable and which ones might become profitable 
in future (that is, the potential profitable customers and those who will 
never become profitable). This is an important area as the key to any 
successful business is to acquire and focus on those customers who will 
bring in profits, and once they are acquired, they need to be retained. 
• Reduce cost of sales: the costs regarding selling are reduced because 
existing customers are usually more responsive. In addition, with better 
knowledge of channels and distributors, the relationships become more 
effective and as costs for marketing campaigns are reduced. 
• Lower cost of recruiting customers: when the costs of recruiting new 
customers is reduced or goes down, savings will be made on marketing, 
mailing, contact, follow-up, fulfillment, service and many more. 
Jiang (2003:20) adds that an integrated CRM strategy allows organisations to 
manage customer and supplier relationships more effectively. This helps to build 
long-term relationships, as well as brand loyalty and repeat sales that in the end 
result in increased and sustained profitability. A successful CRM strategy will 
bring about an increase in customer retention and greater revenue per 
customer. 
Thompson (2004:5) suggests that if CRM is a successful business strategy, then 
it should help the organisation to grow profitably and create a competitive 
advantage. Thompson (2004:6) cites that a research study conducted by an 
online CRM specialist found that CRM programs are carried out in anticipation of 
the following benefits: increasing customer loyalty, gaining competitive 
advantage, increasing sales and increasing profitability. This implies that CRM 
programs and initiatives have a positive impact on organisations’ performance.  
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Additionally, Crocket and Reed (2003:25) state that closer ties can be built 
through CRM programs. This serves as a source of favourable word-of-mouth 
referrals that can resist competitor’s offers.  
Wilson, Daniel and McDonald (2002:139) are of the view that an organisation 
can receive the following benefits from their CRM initiatives: 
• Higher customer profitability: increasing individual customer margins 
while offering the right product at the right time. 
• Creating value for the customer: acquiring the right customer’s base on 
customer information and knowledge or learnt characteristics that drive 
growth and increased margins. 
• Increasing customer retention and loyalty: the ability to retain loyal and 
profitable customers will increase the profitability of the organisation. 
According to Newell (2002:25), CRM is a useful tool to identify the right 
customer groups and help decide which customers to ignore. Newell (2002:39) 
divides customers into three types according to the benefits organisations derive 
from them as follows: 
• The top group: these consist of the top 10 percent and are the customers 
with excellent loyalty and produce high profitability for the organisation. 
• The middle group: these consist of 40 to 50 percent of the organisation’s 
customers. They deliver good profits and also show a good potential for 
growth and loyalty. 
• The lower group: these consist of the lower 40 to 50 percent of the 
company’s customers and are only marginally profitable. These may 
become potential future profitable customers. 
Furthermore, Xu and Walton (2005:960) summarise the benefits of CRM 
initiatives from the sales perspective as follows: 
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• It improves telesales, field sales, and sales management through real 
time information sharing among multiple employees. 
• It increases sales efficiency through wire and internet-based order entry. 
• It improves territory management with real time account information 
updates. 
• It improves the entire sales force by capturing, distributing and leveraging 
the success and expertise of the highest performers. 
• It increases revenue per call by focusing on growing the best account. 
Scullin, Allotra, Lloyd and Fjermestad (2002:6) state that CRM helps to improve 
customer service and support in the sense that the organisation receives more 
accurate, update information, and closes orders in an easier way. 
Scullin et al. (2002:7) provide a summary of CRM benefits and impacts as 
follows: 
• Increased customer loyalty: information captured by CRM systems will 
help the organisation to identify the actual costs of winning and retaining 
individual customers. Having this data allows the organisation to focus its 
time and resources on its most profitable customers. Classifying one’s 
best customers allows the organisation to manage them more efficiently 
as a premium group, with the understanding that it is neither necessary 
nor advisable to treat every customer in the exact same way. 
• More effective marketing: having detailed customer satisfaction allows the 
organisation to predict the kind of products that a customer is likely to 
buy, as well as the timing of purchases. CRM allows for more targeted 
campaigns and tracking of campaign effectiveness.  
• Improve customer service and support: CRM can assist the organisation 
in areas, such as viewing customer service agreements, searching for 
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proven solutions and best practices, updating and closing orders in a 
quicker way. 
• Greater efficiency and cost reduction: integrating customer data into a 
single database allows marketing teams, sales force, and other 
departments within an organisation to share information and work 
towards a common objective.  
Srinivasan, Lillien and Rangaswamy (2001:15) are of the view that when CRM 
programs are managed effectively, it has a positive impact on the performance 
of the organisation. The authors profess that CRM enables customers to be 
loyal to the organisation in areas, such as increased Average Revenue Per User 
(ARPU), stronger brand attitude, less price sensitivity, and reduced customer 
attrition. 
CRM helps organisations to obtain better knowledge about the customer. This 
helps to know the customers, what products and services they have purchased, 
and how profitable they are. It will also help in creating better sales and service 
models to attract and retain those customers (Reinartz & Kumar, 2002:86). 
CRM helps to generate more Return On Investment (ROI). The knowledge 
obtained about the customer can be used to determine different customer 
segments. CRM will assist in developing different messages to suit each 
customer when planning to launch advertising and media campaigns (Reinartz & 
Kumar, 2002:82). 
Finally, Wulf (2001:33) states that consumers who have developed a tight 
relationship with the organisation displays a stronger sense of loyalty to the 
relationship and continues to purchase the same products or services, as well 
as other related and/or even more expensive offerings. 
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2.11 SUMMARY 
In this chapter, the researcher discussed some of the major and relevant issues 
around customer relationship management initiatives. It was evident from the 
literature review that a number of studies have been conducted. However, it was 
very difficult to locate a study that addressed the issues of aspects, such as 
objectives and strategies, implementation of CRM, reasons why some CRM 
initiatives fail, and the benefits thereof. 
The researcher realised that most of the studies about objectives and strategies 
of CRM initiatives emphasised the following: customer identification, customer 
differentiation, customer interaction and personalisation, or customisation. It was 
observed that before embarking on implementation of CRM initiatives, 
organisations should first define their objectives which must have a strong 
backing of the top management. This is prudent because without their support 
the entire program will not function according to plan. This should then be 
followed by the appointment of the project leader, acquiring the right software for 
the project, offering a continuous training for the personnel of the organisation 
so that the program can be implemented.  
Moreover, it was observed that during the implementation process, the program 
needs to be controlled and measured. This helps in evaluating the successes 
and failures so that corrective measures can be taken to avoid future problems.  
The researcher came to the conclusion that most CRM initiatives fail as a result 
of a variety of factors which have been contextually addressed. Additionally, a 
variety of benefits resulting in the successful launch and implementation of a 
CRM program were also reviewed. 
The chapter concluded by reviewing a range of factors that have an impact on a 
business once a solid CRM strategy was functionally operational. 
In chapter three, the researcher presents CRM strategies that can attract and 
retain customers to the retail sector. 
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CHAPTER THREE 
ATTRACTING AND RETAINING CUSTOMERS IN THE FOOD RETAIL 
SECTOR 
3.1 INTRODUCTION 
In chapter two it was reported that CRM is not only about IT applications. It 
covers a variety of issues with the customer emerging as the focal point (Rajola, 
2003:1). 
Bose (2002:89) acknowledges that competition either in the form of price or 
better services have a major impact in the food retail sector. This can lead to 
high customer attrition and because of this, most organisations spend more 
money and resources to attract new customers instead of striving to retain 
existing customers and build on customer loyalty. 
Furthermore, to complement the power and usage of IT within the industry, and 
to enable organisations to forge closer ties with their customers, the researcher 
will, in this chapter, explore strategies that can assist in attracting and retaining 
customers in the food retail sector. 
 
3.2 CUSTOMER SATISFACTION IN THE FOOD RETAIL ENVIRONMENT 
Ferrell and Hartline (2010:385) stress that customer satisfaction is one of the 
important components of CRM. Moreover, Ferrel and Hartline (2010:385) 
explain that customer satisfaction is the degree to which a product meets or 
exceeds the customer’s expectations about the product. Customers judge their 
satisfaction according to the total experience that they realise, and not just the 
quality and value of a product. Customer satisfaction is the key to customer 
retention. 
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Hernon and Whitman (2001:31-32) add that customer satisfaction is a measure 
of how the customer perceives service delivery and possible shortcomings at a 
particular time. 
Oliver (1997:13) also defines customer satisfaction as a “judgement that a 
product or service feature, or the product or service itself, provided a 
pleasurable level of consumption-related fulfillment, including levels of under-or 
over fulfillment.” For organisations to be competitive there is the need to strive to 
retain valuable customers, curb customer attrition and offer competitive services 
that appeal to the customer (Oliver, 1997:14). 
Bose (2002:80) claims that a satisfied customer is not sensitive to the price of 
the product or service. The satisfied customer will be willing to buy more 
products and will not be easily persuaded by competitors. The satisfied 
customer will stay longer and become loyal to the business. In retail areas such 
as banks and insurance companies, factors that determine customer satisfaction 
are service quality, service features, and customer complaints handling (Bose, 
2002:80). 
Ferrel and Hartline (2010:385) point out that a fully satisfied customer is: 
• More likely to become loyal or even advocates for the firm. 
• Less likely to explore alternative suppliers. 
• Less price sensitive. 
• Less likely to switch to competitors. 
• More likely to disseminate good word-of-mouth information about the firm 
and its products. 
Grigoroudis and Siskos (2010:7) indicate that conflict may arise between the 
organisation and its customers. Customers sometimes complain due to reasons 
such as the level of dissatisfaction, attribution of blame, cost/benefit of action, 
and personal characteristics. When customers complain, the organisation 
44 
 
should express regret, manage the conflict, and follow-up to ensure that it does 
not happen again (Timm, 2008:132).  
Ferrell and Hartline (2010:386) propose that to ensure optimum customer 
satisfaction with the organisation, the steps below should be enforced. 
• Understand what can go wrong. 
• Focus on controllable issues. 
• Manage customer expectations. 
• Offer satisfaction guarantees. 
• Make it easy for customers to complain. 
• Create relationship programs. 
• Make customer satisfaction measurement an ongoing priority 
In addition, Grigoroudis and Siskos (2010:1) indicate that customer satisfaction 
measurement provides a sense of achievement and accomplishment for all 
employees involved in the customer service process. 
Timm (2008:77) maintains that customer satisfaction is a challenge facing all 
marketers and not only retailers. He therefore suggests the following as drivers 
of customer satisfaction: 
• Personal Interaction: being friendly to customers, knowledgeable, helpful 
and anticipating customer needs and expectations. 
• The store environment: should be invitational, well-organised, well-
stocked, and provide fun shopping. 
• Marketing communication: well-communicated provisions, value to 
customers and redeemable. 
• Price / Value: the price that customers pay is matched or exceeded by 
the perceived value that they receive for the purchase. 
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According to Hokanson (1995:16), there are many factors that affect customer 
satisfaction. These factors include: friendly employees, courteous employees, 
knowledgeable employees, helpful employees, accuracy of billing, billing 
timeliness, competitive pricing, service quality, good value, billing clarity and 
quick service. This is shown in Figure 3.1. 
 
                                              
 
                                                                             
 
 
      
                                                                                               
   
                                                                                                 
       
 
Figure 3.1: Factors that affect customer satisfaction 
Source: Hokanson (1995:16) 
 
3.3 ATTRACTING CUSTOMERS 
Attracting customers into an organisation is an essential commodity even though 
the cost might sometimes be huge. It is within these parameters that customer 
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satisfaction and eventually customer loyalty can be built (Peak & Peak, 
1977:94). 
Several authors such Kotler (2003), Grigoroudis and Siskos (2010), and Hernon 
and Whitman (2001) propose different strategies that can assist organisations in 
attracting customers. Peak and Peak (1977:94-317), on the other hand, 
recommend the following strategies to retailers as important factors that can 
attract customers into the organisation: 
• External design of the building: most customers enter an organisation 
because of its appearance. Based on this, the physical outlook of the 
building should blend with the likeness of the neighbourhood and stand 
as the best among competitors. The building should be separated from its 
competitors, either by design or by the use of a suitable building material. 
The exterior signing also has the primary task of identifying the 
organisation. The signing should be easy to identify, consistent with the 
image of the organisation, and should conform to local codes such as 
heights and sizes. 
• Interior design: the inside design and decoration of the organisation 
should match its total image and lifestyle of the customers. The 
decorations and lighting should be stylish and visible to attract customers. 
The use of interior signs and point-of-purchase sales materials should 
serve as a promotion and information to the customers.  
• Layout: two critical issues with regard to layout include the allocation of 
space and the location of selling areas. With the allocation of space, Peak 
and Peak (1977:96) recommend that the retailer/supermarket should 
maintain a given number of departments and products based on whether 
they are profitable or not. This will assure customers that the organisation 
is reliable and that they can find whatever they need at any time. The 
location of selling areas includes factors such as the nature and 
attractiveness of the product, operating efficiency, profit, security issues, 
47 
 
and customer convenience. These issues should be prioritised by the 
organisation to attract customers. 
• Parking area: the organisation should have the right sized parking area 
for the customers so that no customer turns away because of not finding 
a parking place. The provision of a parking area for customers assures 
them of accessibility, safety, and usher in a customer-pleasing 
environment. 
• Display: fresh, properly designed, and maintained displays create in-store 
traffic that can increase sales and profits. A good display catches the 
attention of customers as they scan the shelves. They can also suggest 
related items to customers. The attractive display of items act as a silent 
salesman by reminding customers of advertised promotions. Dump 
displays and check stand displays can also appeal to customers. The 
organisation should ensure that all displays of merchandise are neatly 
and nicely arranged in the sales area.  
• Promotion: the success of any organisation also depends on how it is 
able to attract customers through promotional strategies. Peak and Peak 
(1977:307) identify the following promotional strategies to assist food 
retailers to overcome competition: 
o Competitive prices: the use of vocabularies such as ‘leaders, 
specials, every item discounted’ should be used often as price 
promotions to attract customers and also create store traffic. The 
continuous offering of competitive prices to the customer will lure 
and snatch a large volume of customers from competitor shops. 
o Coupons can also be used to promote the price reduction on 
selected products, either by offering an actual price reduction on 
the item or by using the coupon technique of ‘buy one, get one 
free’. Coupons can also be used in exchange for free products 
under certain conditions, such as when a customer’s order 
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exceeds a required amount. Offering coupons can also build store 
traffic and store profits. 
o Special sales, such as holiday offers, special event sales, grand-
opening sales, manager’s sales and special-purchase sales, 
please employees and customers and therefore attract them to the 
store. This type of promotion offers the opportunity for customers 
and employees to participate and create fun environment for 
attracting customers. 
o Giveaways can also be used to attract customers. The 
organisation can win the heart of customers if it continually offers 
them giveaways, such as toys for children and fun games. 
o Paid advertising in the form of newspaper adverts, circulars, 
billboards, radio, and television adverts can also be used to 
promote and attract customers to the organisation.  
Furthermore, Schneider and White (2004:41-44) add that rendering quality 
services to customers increases customer satisfaction and attracts new ones. 
Service quality is explained by the authors as the outcome of a process in which 
customers’ expectations for the service are compared with the perceptions of 
the service actually delivered. 
According to Schneider and White (2004:44), the SERVQUAL survey provides a 
method of measuring service quality. The SERVQUAL survey shows a 
relationship between the customers’ perceptions and expectations. Depicted in 
Figure 3.2 is a model suggested by Schneider and White (2004:44) to measure 
the overall service quality of the organisation. 
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Figure 3.2:  The measurement of overall service quality 
Source: Schneider & White (2004:47) 
Figure 3.2 indicates service quality dimensions as determinants of an overall 
judgment. The directions of the arrows lead from the dimensions to the 
perceived service quality factor. The elements in Figure 3.2 are elaborated on in 
the subsequent discussion: 
• Tangibles: the appearance of the organisation’s facilities, employees, and 
equipment and communication systems/materials should meet the 
expectation of the customer. 
• Reliability: the organisation must be dependable so that customers can 
have trust in doing business. Delivering the promised performance 
dependably and accurately improves the customer’s perception about the 
organisation. 
• Responsiveness: the willingness of the organisation to provide prompt 
service and help to customers. 
• Assurance: the ability of the organisation’s employees to inspire trust and 
confidence in the organisation through their knowledge and courtesy. 
• Empathy: personalised attention given to the customer. 
Perceived service 
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In support of the ideas offered by Peak and Peak (1977) and Schneider and 
White (2004), Timm (2008:33) professes that in the food retail sector, a 
customer assesses the entire organisation by looking at group behaviours and 
attitudes. If the customer likes the organisation’s culture, that organisation is well 
on its the way to building satisfaction and loyalty. Timm (2008:33) proposes the 
following as organisational behaviours that food retailers must consider. 
Firstly, consider the organisation’s appearance and grooming: the facilities 
should be attractive and well maintained; the merchandise displayed should be 
appealing; employee desks should be tidy; and the work place should be 
organised and neat. A cluttered work area conveys a sense of disorganisation 
and unprofessionalism. 
Secondly, get customers to interact with the organisation: make it easy for 
customers to sample the organisation’s culture. It is important to ensure that the 
culture of the organisation allows customers to constantly interact with the 
organisation. Bureaucracy should be eliminated to enhance smooth customer 
interactions. 
The use of entertainment can also appeal to customers. The organisation should 
have regular rituals such as Friday afternoon popcorn, birthday parties or 
employee of the month celebrations, casual dress days, awards days, and 
family picnics. Excellent organisations are fun places to work in; they create 
rituals of their own. 
Finally, customers must be retained. Organisations need to stay close to the 
customer after the sale. When a customer buys from the organisation, it is 
necessary to establish an ongoing friendship that will keep the customer coming 
back to the organisation. A retained customer may serve as referrals in 
attracting other customers to the organisation. The strategies for contacting the 
customer after a sale can include: mailing thank-you notes; call to be sure the 
product/service has met the customer’s needs; sending out new product 
information, sending clippings of interest or newsworthy information that may 
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reassure customers of their good purchasing decisions; send birthday and 
holiday cards; inviting people to participate in focus groups; and calling to thank 
customers for referrals (Timm, 2008:40). 
 
3.4 EMPLOYEE’S MOTIVATION AND SATISFACTION 
Crouse (2005:15) defines motivation “as an internal directional force that 
activates and energises a person to do something or acts in a certain way”. 
Hernon and Whitman (2001:39-40) offer that when employees are satisfied they 
will be motivated to work hard to ensure that external customers are satisfied.  
Maslow (1954:17) proposes a five-stage hierarchy of universal human needs 
that relates to a work setting and represents the order in which these needs 
become motivators of human behaviour. These needs include: physiological, 
safety, love, esteem, and self-actualisation. The needs influence employees and 
impact on the objectives of the organisation. Satisfaction is a behavioural 
manifestation that occurs when needs are met. Maslow (1954:17) proposes a 
hierarchy of needs which is shown in Figure 3.3 and is explained further. 
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Figure 3.3: Maslow’s Hierarchy of Needs  
Source: Adapted from Maslow (1954:17) 
Maslow (1954:17) describes the stages in the hierarchy as follows: 
The first stage in the model is the physiological needs. Physical needs address 
man’s most elemental behaviours, desires, and necessities. No other needs can 
be fulfilled unless the most primary and physical needs are met first. Once more, 
an employee who lacks food cannot be transformed and motivated to work. 
Safety needs is the second stage in the hierarchy. To feel safe is to enjoy an 
environment free from unwanted and extraneous threats. For example, 
employees who can tend to their work duties without feeling as if they are under 
duress are much more likely to reach a high level of satisfaction. 
Presuming that the physiological and safety needs of the employees are 
achieved, the employee may then progress to the love and belonging needs. 
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The employee should be involved, loved and respected at the workplace. Man’s 
general make-up forces him to strive, regardless of his personal state of affairs. 
In addition, love is less important when hunger surfaces. 
The next stage is that of esteem needs. Having high esteem at work creates a 
sense of self-evaluative inner confidence. If an employee is trapped within the 
unfortunate confines of a negative, abusive, and non-conducive work 
environment, morale will be low and that can affect the self-esteem needs of the 
employee. Developing a strong sense of self-esteem serves as a reactionary 
counter-tactic, allowing an employee to recapture personal worth. 
The highest point in the pyramid is the self-actualisation need. This is the final 
step leading to motivation and satisfaction. It occurs when employees discern 
and become comfortable with who they truly are.  
Bulgarella (2005:4) offers that there are three organisational antecedents that 
influence employee satisfaction and employee customer service. These 
antecedents are: 
• Perceived organisational support: with this the employees looks at the 
way that the organisation values their contributions and cares about their 
well-being. 
• Perceived supervisory support: this is the extent to which supervisors 
develop a climate of trust, helpfulness, and friendliness towards the 
employees. 
• Customer participation: this is the extent to which the customer is 
physically, mentally, and emotionally involved in the delivery of a service 
or product. The author argues that the higher the employee’s perception 
of these antecedents, the more the employee will be motivated to deliver 
quality service and makes an impact leading to customer loyalty. 
 
Building on Maslow’s suggestion of what motivates an employee, Hernon and 
Whitman (2001:39-40) believe that the role of the employees is important in 
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delivering customer satisfaction. These authors propose the employee 
satisfaction nexus which is shown in Figure 3.4. 
 
    
 
 
 
 
 
 
 
 
Figure 3.4: The employee satisfaction nexus 
Source: Hernon & Whitman (2001:40) 
The left side of Figure 3.4 depicts the relationship between the employee and 
the customer. With this, the employee is involved in delivering service to the 
customer. This results in a measurable degree of satisfaction for the customer, 
and in turn motivates the employee to work hard to serve the customer better. 
The right side of Figure 3.4 depicts the relationship that exists between the 
employee and the employer. Some of the issues that relate to the job 
environment include: compensation, benefits and acknowledgement of good 
work done. The employee is motivated and satisfied if the job environment is 
satisfactorily to the extent that it is expected to be. This linkage of generating 
satisfaction from the customer through to the employee depends on the attitude, 
motivation, skills, and knowledge of the employee (Hernon & Whitman, 
2001:40).  
In a research conducted by Bulgarella (2005:3) on employee satisfaction and 
customer satisfaction, it was established that employee satisfaction affects 
customer satisfaction. Bulgarella (2005:3) argues that satisfied employees: 
Satisfaction received Satisfaction received 
Service delivered Job environment 
Customer Employee Employer 
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• Are motivated employees because they have the motivational resources 
to deliver effort and care. 
• Are empowered employees in the sense that they have the resources, 
training, and responsibilities to understand and serve customer needs 
and demands. 
• Have high energy and willingness to give good service because they can 
deliver a more positive perception of the service or product provided. 
• Can provide customers with interpersonal sensibility and social account. 
• Can interact with customers and be in a position to develop awareness of 
and respond to customer goals and needs. 
Pintel and Diamond (1983:116-121) add that the level of earnings or 
compensation for employees should be such that the employee can maintain a 
decent standard of living. Salaries or wages offered by the organisation should 
be equal or slightly better than salaries offered by competitors. Beside monetary 
compensation, employees’ services and benefits such as clubs, athletic 
facilities, savings and loan arrangements, life insurance, social security, and 
unemployment insurance funds could be offered. Additionally, welfare and 
hospitalisation plans can be included in the compensation package for the 
employee (Pintel & Diamond, 1983:121).  
 
3.5 RECOGNISE AND MANAGE CUSTOMER TURNOFFS / ATTRITION 
Timm (2008:110) professes that customer attrition/turnoffs pose a great 
challenge to many retailers. This is because customers are offered different 
opportunities, choices, and benefits from competing brands, hence changing 
from one brand to the other has been a common practice. Pilecki (2007:4) 
explains customer attrition/turnoff as the loss of customers, either through a 
decrease in sales volume, or the changing of brands. 
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Timm (2008:110) states that customer attrition is caused by many factors within 
and outside the organisation. Three causes are described below. 
The first cause of attrition relates to the value that the customer receives. Issues 
critical to the value include: poor guarantee or failure to back-up products, 
quality not as good as expected, and prices too high for value received. 
Secondly the systems and procedure used inside the organisations may also 
drive away customers. These systems include: slow service or lack of available 
help, and dirty business offices. Low selection or poor availability of products, 
layout, or parking may also cause customer attrition.  
The last cause is ‘people turnoffs’. Lack of courtesy, friendliness, or attention 
towards customers may drive customers away. Other factors relating to people 
turnoff includes employees who lack knowledge or are not helpful, along with 
poor employee appearance or mannerisms. 
Customer attrition can erode an organisation’s market share and eventually 
affect its profitability (Timm, 2008:116). Due to this reality, Pilecki (2007:4) 
recommends that the best way to manage customer attrition is to target the right 
customers with the right value, start a positive relationship with the customer 
through acquisition, incorporate customer advocacy into day-to-day service, and 
develop relationships to increase loyalty. 
Restrepo (2006:1-5) suggests the strategies below to manage customer attrition. 
Firstly the organisation must develop a retention and customer management 
plan. It is very important to develop plans that will address the needs of the 
current customer base. The plans should focus on the objectives, strategies, 
tactical programs and evaluation metrics. 
Secondly, there is the need to segment the customer base. Conducting 
segmentation of the customer base regarding the attrition rate will uncover the 
likelihood of leaving across several attributes, such as demographics, usage, 
geographic distribution, service unit, and attitudinal values. Once the 
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organisation knows which segments are most likely to leave and the factors that 
causes the attrition, it becomes easier to develop plans to increase retention 
among the current customer base (Restrepo, 2006:1-5). 
The next strategy is to target offers for each segment. Once segments have 
been identified and characterised, it is necessary for the organisation to layout a 
path that can secure customer retention and involvement. This can be done 
through data-mining and pinpointing the optimum series of offers (Restrepo, 
2006:1-5). 
Furthermore, the organisation should engage in strategies that are geared 
towards helping the customers in all areas of service. Normally the intention of 
the customer to repeat a purchase, renew membership, or increase involvement 
is tied to individual actions on the part of the staff (Restrepo, 2006:1-5).  
The organisation must also establish a service recovery strategy. This should 
begin with a clear definition of the minimum standards of service the customer 
may expect. It needs to be communicated to both the customer and the staff so 
that both parties can identify a possible breach in the service commitment and 
offer some restitution to the affected customers (Restrepo, 2006:1-5). 
Finally, organisations should establish a process to monitor attrition, and 
ascertain the strengths of competing and substitute offers by obtaining customer 
inputs and linking it to measures of external factors. This can help iron out any 
needed adjustments to the strategy. Customer retention is ultimately driven by 
value (Restrepo 2006:5). 
 
3.6 CREATE LOYAL CUSTOMERS 
Customer satisfaction and customer loyalty are two different concepts. Poor 
customer satisfaction can lead to customer defections and damaging word-of-
mouth. Customer loyalty is driven by customers’ perceptions of the value they 
receive (Bob, 2007:3). 
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Customer loyalty is the commitment that a customer attaches to a specific 
product or organisation which will influence and create a repeat purchase. A 
customer who is loyal cannot easily be persuaded to buy from competitors 
(Brink & Berndt, 2004:32). 
Bose (2002:89) contends that a satisfied customer will be loyal, buy more, is 
less sensitive to price, is not driven away by competition, and serves as referrals 
to other customers. In view of this, a business must create a base of loyal 
customers through continuous offering of better services and treating the 
customer ‘as a king’. 
Timm (2008:118) adds that to earn the customer’s loyalty, a business needs to 
reduce or eliminate value, systems and people turnoffs, and exceed customer 
expectations to create positive awareness. 
Brink and Berndt (2004:32) emphasise that “the development of customer 
loyalty is not a matter of making customers who are ‘disloyal’ to be loyal 
customers”. Some customers will never be loyal to the organisation or its 
products. It is, however, necessary to explore all avenues within the 
organisation, such as using data to keep track of customers and to encourage 
customers who are uncommitted to be loyal (Brink & Berndt, 2004:32). 
Brooks (2010:v-vi) proposes the steps below as essential to building a 
successful customer loyalty strategy: 
• Recognise that loyalty is all around and is everywhere within the 
organisation. Every attempt needs to be made by the organisation to 
ensure that business process and activities on daily bases are geared 
towards customer loyalty. 
• The organisation should know its customers and treat them as if they 
are made of gold. Kotler (2003:4) supports the view that the customer is 
the king and must be treated as such. 
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• Loyalty should start from the top management and filter down to lower 
management: developing a customer retention strategy should be a 
responsibility of the entire management, and must be supported by top 
management. 
• Create a desire for the product, brand, or service: the products need to 
entice or be able to fulfill a specific need when customers use them. 
• Track customer spending activities through every touch point of the 
organisation. 
• Motivate and reward customer performance and relationships by 
offering attractive redemption options. 
• Measure customer loyalty results on a continual base; without these 
measurements, the organisation cannot manage customer loyalty.  
In addition to the steps proposed by Brooks (2010:v-vi), Rajola (2003:72) 
recommends strategies that can enhance customer loyalty, which include the 
following. 
Firstly, the organisation should attempt to maintain optimum reliability in the 
eyes of the customers when it comes to delivering quality products, sales, and 
the availability of its products. 
Secondly, the organisation should show customers that they are responsive and 
that they care about their needs and feelings. 
Moreover, one should recognise that the customer is the prime pillar that the 
organisation revolves around. This is evident when the organisation gives 
special attention or appreciation to its valued customers. 
Organisations should use IT to personalise promotions and products to specific 
customers in order to raise their interests in the organisation; and finally, 
maintain and foster constant communication with customers. 
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Lovelock and Wirtz (2007:43) offer that customer loyalty is important to an 
organisation’s profitability in the sense that: 
• It increases purchases and account balances: customers or families will 
purchase in larger quantities from the organisation. 
• Reduced operating costs:  costs of advertising, promotion, and efforts to 
attract new customers will reduce. 
• Referrals to other customers: it creates positive word-of-mouth 
advertising which saves the organisation from investing large sums of 
money in sales and advertising. 
• Price premiums: long-term customers may be willing to pay the regular 
price, and may even be willing to pay a higher price. 
• Loyal customers become advocates, buy more and more, and 
increasingly become less persuaded by competitors. Providing excellent 
customer service helps to differentiate one company from the other, and 
industries which provides clients with what they need have the potential 
to create customer loyalty (Bose, 2002:89). 
 
3.7 MANAGING CUSTOMER LOYALTY 
According to Stone and Woodcock (1996:91), managing loyalty involves 
managing the mindset which influences the customer’s attitude to the 
organisation over a long period of time. Stone and Woodcock (1996:91) stress 
that loyalty relationships define the objectives of the organisation and improve 
marketing, sales, and service delivery. 
Additionally, Stone and Woodcock (1996:91) propose the actions below to assist 
organisations to manage customer loyalty. 
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The first action is that the organisation must be able to identify the needs of its 
customers by knowing what the customers like and dislike. This assists in 
meeting their needs regularly. To increase the loyalty with customers, the 
organisation should strive to establish how much customers regard the 
relationship programs that have been embarked upon by the organisation. 
Another action to embark upon is to measure the effectiveness of the customer’s 
loyalty to the organisation on a continual base. Measuring criteria, such as 
increased market share, better profit margins, and increased turnover indicates 
the best loyalty approach.  
The third action is to provide the support infrastructure that is needed to 
enhance the good delivery of a customer relationship. This provides a guarantee 
for optimum consistency and integration in delivering services to the customers. 
Finally, to reinforce, sustain, and build on customer loyalty, the organisation has 
to know how to deal with the customer in a productive manner. This can be 
achieved through regular exchanges of information with the customer. 
Lovelock and Wirtz (2007:16) developed a wheel of loyalty as an organised 
framework for building customer loyalty. The components of the loyalty wheel 
are described as follows: 
• Firstly, the organisation needs to have a solid foundation for creating 
customer loyalty. This includes targeting the right customer segments, 
attracting the right customers, tapering the service, and delivering high 
levels of satisfaction. 
• Secondly, to truly build loyalty, the organisation needs to develop closer 
bonds with its customers that either deepen the relationship through 
cross-selling and bundling, or add value to the customer through loyalty 
rewards and higher level bonds. 
• Thirdly, the organisation needs to identify and eliminate the factors that 
result in attrition and develop strategies to mitigate the attritions. This can 
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be achieved by conducting churn diagnostics, addressing key churn 
drivers, and implementing complaint handlings and service recovery. 
Lovelock and Wirtz (2007:16) emphasise that the components in the wheel can 
effectively function when it is enabled through the frontline staff, account 
managers, membership programs, and CRM systems. 
 
3.8 DEALING WITH CUSTOMER’S COMPLAINTS IN PRODUCTIVE WAYS 
Timm (2008:132) professes that customers sometimes complain because of 
dissatisfaction with a product or service. When customers complain of a 
problem, it should serve as a benchmark for improvements and to create 
customer loyalty. There should be a conducive atmosphere within the 
organisation to allow customers to complain and receive feedback on 
resolutions to the problem (Timm 2008:132). 
Timm (2008:132) proposes that when customers complain, it has to be acted 
upon quickly, tactfully, and efficiently using a three-step process. These steps 
are: 
• Feeling empathy: the organisation should recognise that upset customers 
are disappointed, angry, frustrated, or even in pain when a problem 
arises. When a customer approaches the organisation, the individual 
expects to be treated with respect, their concerns to be listened to and 
understood, and their problems to be taken seriously. It is important to 
share their concern with a sense of urgency, and to get the problem 
handled quickly. It is recommended that further inconveniences be 
avoided; hold accountable those responsible; assure the customer that 
the problem will not happen again; and finally respond to the complaint 
with empathy.  
• Do everything possible to resolve the problem: an acceptable solution to 
a problem may serve as a motivation that can win the heart of the 
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customer forever. Therefore, it is important to do everything possible to 
resolve any problem that the customer has in order to maintain a happy 
customer. 
• Encourage continuous feedback: to generate an ongoing flow of good 
feedback, the organisation has to avoid being defensive, to listen and ask 
for more specific information from customers, express an honest reaction, 
and thank the customer for providing  feedback. 
 
3.9 SUMMARY 
Attracting customers and retaining them is a crucial factor in sustaining small 
food retailers. As professed by Rajola (2003:1) in the introduction of this chapter, 
CRM is not only about IT, but it covers several strategies that can increase 
customer satisfaction and eventually lead to customer loyalty. In this chapter, 
these strategies have been explored. The researcher agrees that customer 
satisfaction, employee satisfaction, and customer loyalty are an important 
antecedent in attracting and retaining customers. 
Finally, it was established that customers sometimes complain which can have 
an adverse impact on the organisation. Several strategies were identified in the 
chapter to address such complaints. 
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CHAPTER FOUR 
RESEARCH METHODOLOGY 
4.1 INTRODUCTION  
As stated in Chapter one, the main problem that necessitated this research 
study was to identify the CRM strategies used by KOSAB, and thereafter 
suggest improvements to the CRM strategies to enhance customer loyalty. 
Building on the discussions in the chapters two and three, this chapter presents 
the research methodology that was used to address the main problem. 
The research in the current study was mainly empirical and the qualitative 
research approach was used. The design of the interview questionnaire, 
population and sample selection, ethical issues, reliability, validity, and the 
procedure for analysing data collected is addressed in this chapter.  
 
4.2 RESEARCH DESIGN 
The purpose of the research design is to specify a plan for generating empirical 
evidence to answer the research questions (McMillan & Schumacher, 2006:22). 
According to McMillan and Schumacher (2006:22), research design is classified 
into mixed method, quantitative and qualitative designs. 
Moreover, Creswell and Clark (2011:5) explain that mixed method research 
focuses on collecting and analysing, and mixing both quantitative and qualitative 
data in a single study, and a series of studies. These authors elaborate that in 
the mixed method approach the researcher: 
• Collects and analyses convincingly and rigorously both qualitative and 
quantitative data. 
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• Mixes the two forms of data concurrently by combining them, sequentially 
by having one build on the other, or embedding one within the other. 
• Gives priority to one or to both forms of data. 
• Uses these procedures in a single study or in several phases of a 
program of study. 
• Frames the procedures within philosophisical world views and theoretical 
lenses. 
• Combines the procedures into specific research designs that direct the 
plan for conducting the study. 
Hesse-Biber and Leavy (2008:566) indicate that the mixed method offers the 
benefits of enhancing triangulation techniques in which methods are combined 
to offset each other’s inherent weaknesses with their respective strengths. 
Newman (2008:90) explains quantitative research as an empirical analytical 
research method which shows data using numbers. This is based on the 
collection of numerical data that uses precise statistical analysis and is more 
highly formalised than in the social sciences (Punch, 2005:86). In quantitative 
research, variables play a key role and therefore seek to quantify human 
behaviour by means of numbers and observations (Jackson, 2010: 101). 
Welman et al. (2005:188) describe qualitative research as covering an “array of 
interpretive techniques that seek to describe, decode, translate, and otherwise 
come to terms with the meaning of naturally occurring phenomena in the social 
science”. 
Additionally, Cresswell (2003:18) elaborates that the qualitative approach is one 
in which the inquirer often makes knowledgeable claims based primarily on 
individual experiences or participatory perspectives, or both. According to 
Creswell (2003:15) qualitative research provides “richness and scope” which 
can be missing when using quantitative methods in isolation. The emphasis of 
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qualitative research is upon interpreting and describing the experiences and 
meanings of people as accurately as possible. It uses strategies of enquiry such 
as narratives, phenomenologies, ethnographies, grounded theory studies, 
critical studies or case studies (McMillan & Schumacher, 2006:22).  Welman et 
al. (2005:Vii) add that qualitative research methods include case studies, 
participant observations, in-depth interviews, focus groups, and participatory 
research. 
The qualitative research design was considered necessary for the current study 
with the intention that the issues identified could be resolved. Qualitative 
methods enabled the researcher to “explore substantive areas about which little 
is known” and offer an opportunity to discover and identify the presence or 
absence of a problem without the need to know what the researcher is going to 
discover (Du Plooy, 2009:150). In the current study, using the qualitative 
method, the researcher was able to generate items for the interview guide to 
measure the subjective experience of practitioners in the marketing area 
(Creswell, 2003:17). 
The literature review generated a number of factors that are considered as the 
cause of the failure of CRM. However, the literature reviewed was not 
specifically applicable to the population and CRM strategies that are practiced 
within KOSAB. The factors gathered may be incomplete without examining the 
actual practice and perception of the target group within the study area. 
 
4.3 POPULATION AND SAMPLING  
Welman et al. (2005:52) describe a population as a study object which consists 
of individuals, groups, organisations, human products and events, or the 
conditions to which they are exposed. A sampling method on the other hand 
refers to the way the sample units are selected from the population (McNabb, 
2008:128). A sampling unit is the basic element of the population being studied 
(McNabb, 2008:128). 
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The general manager, who is also the owner of KOSAB, was selected 
purposively for the study as the sampling unit because he directs, implements, 
and monitors the CRM practices at KOSAB. According to McMillan and 
Schumacher (2006:336), purposive sampling refers to “selecting small samples 
of information-rich cases to study in-depth without desiring to generalise to all 
such cases”. A purposive sampling method was used to enable the researcher 
to select only the population that will facilitate the investigation. The advantage 
obtained from using this method is that it was cheaper to execute, easier to 
approach the respondent, and provided the researcher with the justification to 
make generalisation from the sample that was studied (Rajamanickam, 2001:82-
83).  The interview was conducted at the premises of KOSAB.  
 
4.4 DATA COLLECTION METHODS 
Both secondary and primary data collection methods were utilised for the current 
study. 
4.4.1 Secondary data 
According to McMillan and Schumacher (2006:406), secondary data are data 
that have already been collected by other people, groups or organisations. This 
allows researchers to find gaps as well as to review previous related research 
works. 
Collins (2010:120) defines secondary data as data that is neither collected 
directly by the user nor specifically for the user, and is often collected under 
conditions not known to the user. 
Throughout the study, the researcher extracted data from secondary sources 
because of the numerous advantages it brought to the study. Firstly, secondary 
data provided easy access to knowledge. Secondly, the costs involved in 
acquiring the data were low. Finally, secondary data was often used to align the 
focus of primary research on a larger scale, and helped to identify the answers 
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to a specific problem (Collins, 2010:121). The researcher extracted relevant 
information from journals, books, and commercial sources, such as websites.  
Collins (2010:121) explains that: 
• Journals are divided into three categories namely: revered academic 
journals, professional academic journals, and the trade journals. 
Academic journals have a theoretical basis and therefore carry high 
academic credibility. They are important for major projects because they 
are published regularly and are also easily accessible. Professional 
journals contain a mixture of news stories and articles, and tend to have a 
commercial interest. Trade journals are industry specialised and cover 
commercial interest. The researcher frequently referred to the following 
journals to extract information: Industrial Management and Data Systems, 
Journal of the Academy of Marketing Sciences, and Business Process 
Management Journal. 
• Books are very useful secondary sources because they cover a wide 
range of topics and approaches, including academic theory and 
professional practice. They are a useful introductory source and can help 
clarify research questions, objectives and methods. Valuable information 
was also obtained from books such as: Customer Relationship 
Management and Customer Service (Brink & Berndt, 2004), Customer 
Relationship Management (Anderson & Kerr, 2002), and Research in 
Education: Evidence-Based Inquiry (McMillan & Schumacher, 2006). 
• Finally, websites provide the researcher access to review related 
research studies and establish gaps where necessary. Websites proved 
to be valuable as well. Among the most frequently used were 
www.iseing.org, www.rightnow.com, and www.cio.com.  
4.4.2 Primary data 
Wilson (2010:135) explains primary data as data originated by the researcher to 
address the problems under investigation. Interviews, observations and 
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questionnaires are tools used in primary data, rather than simply relying on 
existing data sources (Wilson, 2010:135). Mukherji and Albon (2010:122) 
explain that the primary data method contains a mixture of both open-ended and 
close- ended questions. 
The benefits gained from using the primary data collection method are that the 
researcher was able to tailor the data collection method to suit the specific 
needs of the study. The researcher was able to determine exactly what data to 
collect, and to identify the specific tools that would be used. In contrast, the 
method was time-consuming and also relied mostly on the respondent’s 
acceptance to communicate with the interviewer (Houser, 2008:272). 
According to McMillan and Schumacher (2006:339), participant observation, in-
depth interviews, document and artifact collection, field observations, and 
supplementary techniques are multi-method data collection strategies used in 
qualitative research. 
The in-depth interview was chosen as the appropriate data collection method for 
the current study. McMillan and Schumacher (2006:350) explain the “in-depth 
interview use open response questions to obtain data on how individuals 
perceive their world and how they explain or make sense of the important events 
in their lives”. The in-depth qualitative interview was considered as an excellent 
tool to use because it was an open-ended, discovery-oriented method, which 
allowed the researcher to deeply explore the respondent’s feelings, experiences, 
and practices on the subject under study. Moreover, the in-depth interview 
technique allowed the researcher to systematically obtain data from the 
respondent, while maintaining some degree of flexibility to allow for the 
recording of rich information (Creswell, 2003: 52). The in-depth interview 
involved not only asking questions, but systematically recording and 
documenting the responses to probe for deeper meaning and understanding 
(Wilson, 2010:143). 
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The researcher utilised the stages below for conducting the in-depth interview as 
recommended by Kvale (1996:35) throughout the study: The first stage is 
thematising. In this stage, the researcher clarified the purpose of the interview. 
Once the purpose had been clarified, it was important to identify the key 
information that would be gathered through the in-depth interview process. 
The second stage is designing. After establishing the purpose of the study, the 
researcher designed a method to elicit the information through the interview 
process. An interview guide (see Annexure 2) that included key topics and 
questions was designed as a formalised plan for collecting information from the 
respondent. The interview guide helped the researcher to focus on topics that 
were important to explore, maintain consistency, and stay on track during the 
interview process. 
The third stage is interviewing. In the beginning of the interview, the researcher 
introduced himself to the respondent, explained the purpose of the study, and 
put the respondent at ease. A tape recorder was not used during the interview 
because the respondent opted that the machine may not be used. The 
researcher complied with this ethical consideration. The main responsibility of 
the researcher was to listen, observe, write notes, and guide the respondent 
throughout the conversation until all of the important issues on the interview 
quide were explored.  
The fourth stage is transcribing. Transcribing involved creating verbatim 
information of the interview by writing out each question and response.  The 
notes written during the interview served as a guideline for transcribing the 
information. 
 
4.5 DESIGN OF THE INTERVIEW GUIDE 
The interview guide was divided into four categories, namely: implementation of 
CRM, customer loyalty, customer complaints and conflict, and employee training 
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and motivation. Selected open-ended questions were used with the objective of 
allowing the respondent to answer freely (Babbie, 2010:256). The responses 
obtained from the respondent were transcribed while others were noted 
verbatim. Furthermore, questions were asked in simple and unambiguous 
language. As Du Plooy (2009:144) suggests, mirror questions will replicate the 
respondent’s reply, either to obtain further information, or to confirm what has 
been said.  
In formulating the questions, the researcher took critical precaution to avoid 
double barrelled questions, loaded language, misleading questions, incomplete 
questions, and vague questions. Lengthy questions, as well as ambiguous 
questions were also avoided. This supports the suggestion provided by Wimmer 
and Dominick (2010:138) that the questions should be worded in such a way 
that they ensure accurate transmission of the respondent’s response to the 
researcher, and that they should unambiguously communicate the desired 
information to the respondents.  
The interview guide questions are presented in Annexure 2, illustrating the 
questions used during the research interview. The interview guide helped the 
researcher in ensuring that all items or questions had been considered and that 
the respondent did not omit difficult questions (Wilson, 2010:143). Furthermore, 
it enhanced personal contact and interaction between the researcher and the 
respondent during the interview. 
Prior to the interview, the respondent was briefed about the purpose and 
process of the study and his role. Questions were open-ended in nature but 
were followed by more focused probing questions. Probes were meant to allow 
the respondent to provide a more detailed answer while follow-up questions are 
intended to “get the depth that is the hallmark of qualitative interviewing” 
(Welman et al., 2005:120).  
The personal interview with the respondent lasted for about two hours for each 
day and the researcher used two days to complete the interview. The 
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information obtained from the interview afforded novel insights into the CRM 
strategies used by the organisation and provided a basis for making 
recommendation on improving the strategies.  
 
4.6 DATA ANALYSIS AND PRESENTATION 
The researcher read through the interview transcript along with the answers 
provided by the respondent. The topics and questions identified in the interview 
guide were utilised to organise the data for analysis. The respondent’s answers 
to the questions in the interview guide were combined with the relevant 
literature. An evaluation was made by comparing the response obtained with the 
literature review to establish gaps and provide appropriate recommendations to 
the organisation (Boyce & Neale, 2006:1-5). 
 
4.7 ETHICAL CONSIDERATION 
Ethical consideration is defined by Creswell (2003:201) as the obligation that the 
researcher should have to respect the rights, needs, values and desires of 
respondents who participate in the study. 
The researcher observed the ethical considerationsas suggested by Welman et 
al. (2005:201) throughout the data collection process. 
• Informed consent: the researcher obtained the necessary permission 
from the respondent after being thoroughly and truthfully informed about 
the purpose of the interview and the investigation (see Annexure 1). 
• The respondent was assured that the information provided would remain 
confidential and that the data would not be leaked to other competitors in 
the industry. The respondent was assured that responses would be 
treated with high levels of confidentiality and that all information collected 
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was for academic purposes and for the improvement of the organisation’s 
CRM strategies. 
• The researcher also ensured that the respondent participated voluntarily 
and thus the respondent had the right to withdraw at any time, so that the 
individual was not coerced into participating. 
• The respondent was also given the right to ask questions, obtain further 
clarity to the questions, indicate the purpose of the study, so that the 
respondent could understand the nature of the research and its likely 
impact. 
 
4.8 RELIABILITY AND VALIDITY 
Joppe (2000:1) defines reliability as the extent to which the results of the study 
are consistent over time and that an accurate representation of the population is 
included in the study. If the results of a study can be reproduced under a similar 
methodology, then the research instrument is considered reliable. 
Validity, on the other hand, determines whether the research truly measures that 
which it is intended to measure or how truthful the research results are (Joppe, 
2000:1). 
In addition, Goodwin (2010:134) emphasises that reliability is necessary 
because it enables one to have some confidence that the measure taken is 
close to the true measure. Validity is also important because it tells someone 
whether the measure really measures what it is supposed to measure, and not 
something else (Goodwin, 2010:134). 
The issues of reliability and validity have ethical implications, especially when 
measures are used to make decisions affecting people’s lives (Goodwin, 
2010:134). The researcher took great care with the issues of validity and 
reliability in the entire study. Guba (1981:75-91) suggests that the 
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trustworthiness of research findings can be assessed through the following 
criteria: credibility, confirmability, and dependability.  
Credibility of research findings refers to how congruent the findings are with 
reality (Shenton, 2004:64). To achieve credibility, the following strategies can be 
used: random sampling of individuals to serve as informants, triangulation, 
tactics to ensure honesty in informants when contributing data, iterative 
questioning, negative case analysis, peer scrutiny of the research project, the 
researcher’s reflective commentary, member checks, examination of previous 
research findings to assess the degree to which the project’s results are 
congruent with those of past studies. For the purpose of this study, iterative 
questioning, and examination of previous research findings were used to verify 
credibility. 
• Iterative questioning was achieved through the use of probes to elicit 
detailed data. The researcher frequently referred to matters previously 
raised by the respondent and extracted related data through rephrased 
questions. Where contradictions emerged from the respondent’s 
answers, falsehoods were easily detected and the researcher discarded 
the data. The iterative interaction between data analysis and 
interpretation together with verbatim quotations by the respondent were 
utilised to sustain the credibility of the study. 
• Examination of previous research findings involved the ability of the 
researcher to relate the findings of the study to an existing body of 
knowledge in evaluating the responses from the respondent. Inductive 
reasoning was employed by utilising supportive statements gathered by 
means of analysing the interview results, as well as by corroborating with 
available and relevant literature to the topic being discussed.  
Confirmability is the second criterion used to ensure reliability and validity. This 
ensures that the research findings are the results of the experiences and ideas 
of the respondent, rather than the preferences of the researcher (Shenton, 
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2004:72). Confirmability can be achieved through ‘reflective commentary’, and 
‘audit trail’. In this study confirmability was achieved though the ‘audit trail’. This 
enabled the researcher to trace the course of the research step-by-step the 
decisions made and the procedures described. The interview guide (see 
Annexure 2) showed how the data eventually leading to the formation of 
recommendations was gathered and processed during the course of the study. 
The third criterion used to ensure reliability and validity is the dependability of 
the data. In order to address the dependability issue, the process within the 
study should be reported in detail, thereby enabling a future researcher to repeat 
the work, or to gain the same results (Shenton, 2004:71). Dependability can be 
achieved through: 
• The research design and its implementation, describing what was 
planned and executed. 
• The operational detail of data gathering. 
• Reflective appraisal of the project, evaluating the effectiveness of the 
process of inquiry. 
All the three methods described above were employed by the researcher to 
guarantee reliability and validity of the research. 
  
4.9 PROBLEMS AND LIMITATIONS 
There were no major problems faced during the study. The respondent co-
operated fully and assisted the researcher in completing the interview. The 
minor problems experienced related to frequent interruptions during the 
interview process. The respondent had to receive telephone calls and also 
attend to employees during the interview process. 
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4.10 SUMMARY 
This chapter introduced the methodology that was used for this research study. 
The researcher employed the qualitative research design for the current study. 
The research took place at the premises of KOSAB through the use of an in-
depth interview. 
A single individual was chosen for the in-depth interview. The data obtained was 
analysed and presented using the topics and themes developed from the 
interview guide. 
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CHAPTER FIVE 
DATA COLLECTION AND ANALYSIS 
5.1 INTRODUCTION 
This chapter will present, analyse and interpret the outcomes of the empirical 
study based on the methodology that was used to collect the data. 
The findings were arrived at through an in-depth interview conducted with the 
manager of KOSAB. An interview guide (see Annexure 2) was used as a 
guideline in conducting the in-depth probing to establish the practices of CRM at 
KOSAB. A covering letter together with the interview guide was sent to the 
respondent for approval before the interview took place.  
 
5.2 BACKGROUND TO THE IMPLEMENTATION OF CRM AT KOSAB 
KOSAB is a food retailer which was established in 2001 with the main branch 
situated at Lusikisiki in the Eastern Cape, South Africa. It has two other 
branches in Mount Frere and Mount Ayliff. The organisation deals with 
wholesale, retail, marketing, and distribution of food products. The main 
competitors of KOSAB are Spar, Rhino, and Boxer Superstores, to mention a 
few in the area of location. According to the respondent, the target customers 
include other small retailers, hawkers, tuck shops operators, educational 
institutions and final consumers. 
According to the respondent, KOSAB has maintained a formidable relationship 
with over twenty manufacturers and suppliers of the products that are sold in the 
shop. The organisation also claims to have maintained a relationship with 
employees and key customers through constant communication. Despite stiff 
competition in the industry, the organisation claims to have a dynamic and 
competitive marketing strategy to lure customers to buy. 
78 
 
Furthermore, the respondent stated that between 2005 and 2006, the 
organisation experienced a drastic decline in sales and lost many customers to 
other competitor shops. This unprecedented decline continued for a while and 
affected the profit margin of the organisation. The respondent reported that most 
customers defected. To address the situation the organisation approached a 
marketing consultant to guide with new and innovative strategies, and to help 
overcome competition and maintain the customers. The consultant 
recommended that the organisation adopted CRM as the solution to maintain its 
customer base. This followed a strategic decision to embrace CRM as a solution 
to mitigate customer’s defection. 
 
5.3 UNDERSTANDING OF CRM 
The respondent explained that CRM is a “strategy that allows the organisation to 
establish close relationships with all customers”. The explanation provided by 
the respondent concurs with the explanation given by Little and Marandi 
(2003:198) that CRM is a management approach that seeks to create, develop 
and enhance relationships with carefully targeted customers. The respondent 
maintained that the CRM strategy is applied in the organisation, where every 
employee ensures that a customer who enters the shop leaves satisfied. The 
organisation has an IT system where information about loyal customers is kept. 
This enables KOSAB to contact customers, receive orders, send promotional 
activities, and renders services faster to the customer.  
The respondent further reiterated that the IT system contains information about 
customers who buy in bulk and have traded with the organisation for more than 
three years. The explanation seems to confirm Jha’s (2008:1) explanation of 
CRM from an IT perspective, which states that CRM is a process, mediated by a 
set of IT that focuses on creating two-way exchanges with customers so that 
organisations have a good knowledge of their needs, wants and buying patterns.  
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5.4 OBJECTIVES OF CRM AT KOSAB 
According to the respondent, the organisation has three main objectives for 
adopting the CRM strategy. The first objective is to enable the organisation to 
forge closer ties with its loyal customers and to ensure that the loyal customers 
do not defect. The second objective is to enable the organisation to respond 
quickly and promptly to customer orders, billing procedures, and to ensure that 
no customer waits in a queue for a long period of time. The third objective is to 
reduce certain duties, such as filing and order completion, to enable employees 
to attend to customers in time. The objectives cited by the respondent were in 
line with the objectives recommended by many authors in the literature review. 
However, Peppers, Roggers and Dorf (1999:59) proposed that CRM objectives 
should also enable organisations to: 
• Identify the customer via marketing channels, interactions and 
transactions for a period of time. 
• Differentiate the needs and demands of customers so that each customer 
can be served differently according to the needs and demands identified. 
•  Keep track of the customer’s behavior and needs overtime so that 
customer interaction can be enhanced. 
• Personalise customer needs to allow the organisation to treat each 
customer differently or uniquely. 
 
5.5 IMPLEMENTATION OF CRM AT KOSAB 
This aspect offered the researcher an opportunity to probe into how KOSAB 
implemented the CRM strategies. 
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5.5.1 Training  
The respondent confirmed that, before the start-up stages of the CRM program, 
only the general managers of the branches of the organisation were trained. 
Other employees were not trained. Thereafter, departmental managers were 
grouped together and trained separately. The training was conducted by the 
consultant and the software supplier on how to implement the new software and 
attend to customers.  
The respondent contended that problems arose during the training period 
because the groups were unable to grasp the concept of CRM, computers were 
very few, and employees did not fully understood how to implement the software 
programs. Due to these problems, it became difficult to implement the CRM 
strategies. This confirms Almotairi’s (2009:3) suggestion that most CRM 
programs fail as a result of factors, such as: thinking that CRM is a pure 
technology, lack of a customer-centric culture, lack of a readiness process, lack 
of vision and strategy, and lack of involving the final user in designing CRM 
solutions. 
5.5.2  Managing IT aspects 
According to the respondent, the organisation has a project manager/IT 
specialist. The role assigned to the project manager was to ensure that 
employees understood how to use the software, report, analyse, and implement 
the strategies to function properly. This supports two of Pinto and Slevin’s 
(1987:22) recommendations of the role of the project manager, which is to 
supervise the project and co-ordinate the education of the program. Additionally, 
Pinto and Slevin (1987:22) recommend that the project manager has to motivate 
and notify employees about any further developments which pertain to the 
project. It was found that this role was not given to the project manager. 
Furthermore, the respondent maintained that the IT system was integrated 
within the organisation. The organisation has current data/information about 
employees at KOSAB, customers who have traded with KOSAB for the past 
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three years, customers’ buying patterns, and information about suppliers. This 
data is updated every three months. Promotions, adverts, price reductions, and 
other relevant information are disseminated through the system to customers via 
their e-mail systems. According to the respondent, the organisation is able to 
identify customers who have placed an order, the size of the order, and how 
frequently a particular customer places an order. The system also allows the 
organisation to track loyal customers who have stopped trading with KOSAB.  
5.5.3  Communication 
The respondent emphasised that communication with employees takes a 
formalised process. Problems encountered by employees are reported to their 
immediate superior or departmental manager. When the problem cannot be 
solved, it would be directed to the area manager. The organisation also uses 
meetings, reports, and e-mail channels as a way to maintain communication 
with employees. This concurs with Brink and Berndt’s (2004:195) 
recommendation that communication must be managed through a two-way 
process with employees, as well as customers. This helps employees to be 
motivated and reduces the chances of an increased resistance to change, as 
well as lowering the degree of participation in the change process. Rigby et al. 
(2002:65) contends with this, however, also proposes that regular 
communication should be managed throughout the organisation, and should not 
be a once-off activity. 
5.5.4  Evaluating the implementation of CRM 
According to the respondent, the organisation did not have any systematic 
processes of ensuring that a successful CRM strategy is implemented. 
However, the respondent indicated that CRM strategies are updated, revised, 
reinforced, and strengthened regularly to build stronger relationships with the 
customer. These are done during meetings at month-ends or at the beginning of 
every month.  
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Grönroos (2000:95) recommends the following requirements to assist 
organisations to implement a successful CRM strategy. Firstly, the organisation 
needs to have an in-depth knowledge and understanding of the long-term needs 
of their customers and offer added value on top of the product itself. Secondly, 
the organisation should direct its efforts towards meeting the demands and 
expectations of the customer. This can be achieved through a total service 
offering. The third requirement is that the organisation should consider whether 
they can provide the total offering needed. If they cannot, then they will have to 
investigate partnering with other organisations to build a successful relationship 
that meets the customer’s needs. The next requirement is that the organisation 
needs to have a better knowledge about the customer in order to choose the 
customers to invest in relationship building. Lastly, a customer-centered culture 
must be created within the organisation because relationship marketing is 
dependent on the attitude, commitment and performance of the people in the 
organisation.  
 
5.6 PERCEPTIONS OF BENEFITS RESULTING FROM CRM 
The respondent stated that CRM has benefited KOSAB in many ways. Firstly, 
the organisation had been able to maintain the few loyal customers and slightly 
increased this number. Additionally, customers purchasing patterns can be 
traced at any time; this enables the organisation to respond quicker to the needs 
of customers. Customers who have defected can also be traced and contacted. 
Closer ties have also been forged with certain customers who previously were 
not contacted regularly. The respondent indicated that these benefits could be 
attributed to customers who buy in bulk and who have traded with the 
organisation for over three years. The organisation still hopes that customers 
who buy in smaller quantities and on a daily basis remain loyal to KOSAB. 
These types of customers are inclined to defect to other shops and sometimes 
do not respond to the organisation’s monthly promotions.  According to the 
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respondent, the organisation hopes to reverse this trend. Gray and Byun 
(2001:55) offer that CRM should benefit the organisation to help: 
• Improve its ability to retain and acquire customers: 
• Maximise the lifetime value of each customer. 
• Improve service without increasing cost of service. 
All of these benefits can be realised when sales, marketing, and service 
functions work together (Gray & Byun, 2001:55). 
 
5.7 CUSTOMER LOYALTY AT KOSAB 
Customer loyalty is one of the benefits of CRM (Timm, 2008:119). The 
researcher probed into how KOSAB uses the CRM strategies to enhance 
customer loyalty. 
5.7.1  Understanding of customer loyalty 
According to the respondent, customer loyalty is “making everything possible to 
ensure that the customer remains in the organisation”. This means that the 
customer should always be satisfied and happy as indicated by the respondent. 
The respondent stressed that every effort is made to ensure that customers who 
enter KOSAB are happy. The explanation provided contradicts Brink and 
Berndt’s (2004:32) definition of customer loyalty, which stated that customer 
loyalty is the commitment that a customer attaches to a specific product or 
organisation, which, in turn influences and creates a repeat purchase. However, 
the elements in the respondent’s definition are adequate for a valid definition of 
customer loyalty. 
According to the respondent, not every customer has been loyal to the 
organisation. He stated that “KOSAB has only a few customers who have traded 
with the organisation since 2007”. The respondent added that the “majority of 
customers only make day purchases and are seldom seen again”. The 
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respondent also added that the organisation does not know every customer who 
buys from KOSAB; KOSAB only knows about the customers who buy in large 
quantities and have accounts or records with the organisation. He also 
explained that the organisation has contact details and records of these 
customers. The loyal customers are informed regularly about promotions, price 
reduction and other adverts through e-mail, telephone contacts, and SMS. The 
information given by the respondent concurs with what Brink and Berndt 
(2004:32) emphasised: “the development of customer loyalty is not a matter of 
making customers who are ‘un-loyal’ to be loyal customers”. Some customers 
will never be loyal to the organisation or its products. It is, however, necessary to 
explore all avenues within the organisation, such as using data to keep track of 
customers, and to encourage customers who are uncommitted to be loyal (Brink 
& Berndt, 2004:32). 
5.7.2 Importance of customer loyalty 
Regarding the question as to whether the organisation recognises and treats the 
customer as ‘gold’, the respondent answered that “every customer is at the heart 
of the organisation” because without the customer, there will be no business. 
The respondent said that KOSAB regards every customer as special and is 
given the dignity he/she deserves. According to the respondent, without the 
customer, the organisation will not be in existence. This confirms Rajola’s 
(2003:72) recommendation that customers should be recognised as the prime 
pillar around which an organisation revolve. This will be evident when the 
organisation gives special attention or appreciation to its valued customers. 
5.7.3  Creating customer loyalty 
Regarding how the organisation creates a solid foundation for customer loyalty, 
the respondent indicated that the organisation ensures that quality services are 
offered to all customers at all times. Lovelock and Wirtz (2007:16) recommend 
that for a solid foundation to be created to build customer loyalty, the 
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organisation should target the right customer segments, attract the right 
customers, and deliver high levels of satisfaction. 
According to the respondent, the organisation uses these strategies to build 
customer loyalty: 
• Free gifts like coupons for a discount in the next purchase are given to 
customers. The respondent stressed that the customers are chosen 
randomly from the shop once in a month for this free gift. 
• The organisation guarantees satisfaction. When a customer confronts the 
organisation with a problem, every effort is made to solve the problem 
quickly and to make the customer happy. 
• The organisation keeps in touch with customers, either telephonically, by 
e-mail or SMS. This is done for customers who buy in bulk and have 
traded with KOSAB for more than three years. 
• The organisation provides free delivery of products in the immediate 
surroundings of Lusikisiki. 
According to the respondent, loyal customers are rewarded and motivated 
through incentives, such as credit offers where customers can buy at a certain 
quantity and pay at a later date. Secondly, loyal customers are often given trade 
and cash discounts to boost their morale and loyalty to the organisation. The 
organisation also gives special attention to loyal customers at any time. 
Additionally, the organisation gives free transportation to customers when a 
certain quantity of goods is purchased. This revelation by the respondent 
suggests that only loyal customers are motivated and rewarded. The respondent 
reiterated that other customers are rewarded and motivated through price 
reduction or ‘sales’ which are normally done once in a month, and or ‘buy-one-
get-one free’ on certain items. 
The customer loyalty strategy revealed by the respondent, confirms Brooks’ 
(2010:v-vi) strategy on how to build customer loyalty. However, Brooks (2010:v-
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vi) adds that to effectively build a successful customer loyalty strategy, the 
organisation should:  
• Develop a customer retention strategy: this should be a responsibility of 
the entire management and must be supported by top management. 
• Create a desire for the product, brand, or service: the products must 
entice or be able to fulfill a specific need when customers use them. 
• Track customer spending activity through every touch point of the 
organisation. 
• Motivate and reward customer performance and relationships by 
offering attractive redemption options. 
• Measure customer loyalty results on a continual basis: without these 
measurements, the organisation cannot manage customer loyalty.  
5.7.4 Customer attrition 
According to the respondent, the organisation loses customers at times. The 
respondent said that “we always see new customers”, confirming that not the 
same customers buy from KOSAB or have been loyal to KOSAB.  According to 
the respondent, the organisation did not have any clear strategy that can 
eliminate customer attrition. However, the respondent indicated that the 
organisation uses adverts, promotions, ‘buy one, get one free’ strategies, usually 
at month end to lure customers to buy. This contradicts the recommendation 
made by Pilecki (2007:4) that the best way to manage customer attrition is to 
target the right customers with the right value. Pilecki (2007:4) also recommends 
that organisations should start a positive relationship with the customer through 
acquisition, incorporate customer advocacy into day-to-day service, and develop 
relationships to increase loyalty. Customer attrition can erode an organisation’s 
market share and eventually affect its profitability (Timm, 2008:116). 
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5.8  CUSTOMER COMPLAINTS AND CONFLICT 
The researcher is of the opinion that customer complaints and conflict affects 
customer loyalty. Therefore, it was necessary to find out how KOSAB uses the 
CRM strategies to mitigate customer complaints and conflicts. 
5.8.1  Types of customer complaints 
According to the respondent, customers complain everyday because of different 
reasons. Some of the complaints given by the respondent were: 
• Employee’s negative attitude towards a customer. 
• Time spent in queues before being served. 
• High prices of certain products sold in the shop. 
• Unavailability of certain products. 
This confirms two of Timm’s (2008:110) views of what causes customer attrition. 
The first cause of attrition relates to the value that the customer receives. Issues 
critical to the value includes: poor guarantee or failure to back-up products, 
quality not as good as expected, and prices too high for the value received. The 
second cause is ‘people turnoffs’: lack of courtesy, friendliness, or attention 
towards customers. Other factors relating to people turnoff include employees 
who lack knowledge or are not helpful, and poor employee appearance or 
mannerisms. 
5.8.2  Handling customer complaints 
The respondent expressed that customers’ complaints are taken seriously and 
every attempt is made to ensure that the customers remain satisfied. When 
customers complain about negative attitudes of certain employees, the 
organisation apologises to the customer. Thereafter, the customer is assured 
that the problem would never happen again. According to the respondent, 
complaints relating to employees’ attitudes are addressed through weekly 
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meetings. Employees are sometimes called to answer certain pertinent 
questions regarding customer complaints. 
Regarding unavailability of certain products, the customers are given assurance 
that those products would be available in a day or two. The respondent added 
that most customers are driven away because of not finding the products that 
they needed at the time. Time spent in queues was also seen as a regular 
complaint received from customers. According to the respondent, this problem 
arises when the number of employees is less than the normal number of 
employees working for the organisation. The respondent said when such 
complaints are reported, the organisation apologises and assures the customer 
that the problem will be rectified. 
Regarding complaints relating to high prices of some of the organisation’s 
products, the respondent expressed that such reports or complaints are 
investigated, especially with regard to what competitors offer to customers. 
When this is established to be true, the organisation negotiates better prices 
from suppliers so that competitive prices are offered to the customer. 
5.8.3  Strategies to avoid complaints 
The respondent acknowledged that customer complaints affect the buying 
pattern and eventually impact negatively on the organisation’s market share and 
profitability. To avoid future complaints, the respondent indicated that KOSAB 
does the following: 
• Regular meetings are held for employees, especially before the shop is 
opened for business. This allows management to advise employees on 
customer service and satisfaction. 
• The organisation employs part-time workers to fill the gap of an employee 
who had left or is absent from work. 
• Monthly ‘sales’ or discounts are given to stimulate sales and offer lower 
prices to customers. 
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The strategies provided by the respondent did not seem to offer a concrete 
solution to address customer complaints. Timm (2008:132) recommends that 
customer complaints have to be acted upon quickly, tactfully, and efficiently 
using a three-step process. These steps are: 
• Feeling empathic: the organisation should recognise that upset 
customers are disappointed, angry, frustrated, or even in pain when a 
problem arises. It is important to share their concerns with a sense of 
urgency, and get the problem handled quickly.  
• To do everything possible to resolve the problems: an acceptable solution 
to a problem may serve as a motivation that can win the heart of the 
customer forever.  
• To encourage a continuous feedback: to generate an ongoing flow of 
good feedback, the organisation has to avoid being defensive, and listen 
and ask for more specific information from customers, as well as express 
an honest reaction, and thank the customer for providing  feedback. 
 
5.9  EMPLOYEE TRAINING AND MOTIVATION 
According to the respondent employees are provided with training. This training 
is sometimes done informally in meetings with employees. The respondent 
indicated that consultants are appointed to provide day training for all the 
employees. According to the respondent the training is focused on customer 
service, dealing with complaints, upgrading of new inventions to the IT system, 
and customer service. The training provides opportunity for employees to ask 
question about customer related issues and report on experiences with the 
customer. 
The respondent defined excellent service as “services that are unique, fast, and 
better than what competitors offer to customers”. This includes special attention 
90 
 
given to the customer and after-sales services. Regarding how employees are 
motivated to provide excellent customer service, the respondent said:  
• Employees are paid good wages or salaries. 
• Employees are paid for every overtime work. 
• Employees are given incentives such as free products during festive 
season (Easter, Christmas and special holidays). 
Besides the above motivational strategies given by the respondent, Bulgarella 
(2005:4) adds the following motivational strategies:  
• Perceived organisational support: with this the employees looks at the 
way the organisation values their contributions and cares about their well-
being. 
• Perceived supervisory support: this is the extent to which supervisors 
develop a climate of trust, helpfulness, and friendliness towards the 
employee. 
• Customer participation: this is the extent to which the customer is 
physically, mentally, and emotionally involved in the delivery of a service 
or product.  
 
Bulgarella (2005:4) is of the view that the higher the employee’s perception of 
these antecedents, the more the employee will be motivated to deliver quality 
service and make an impact leading to customer loyalty. 
 
According to the respondent, employees compensation packages include the 
normal wages or salaries negotiated including any overtime worked during the 
month. Employees are paid according to the position and responsibilities in the 
organisation. Again the respondent said employees who have spent more years 
working in the organisation received more compensation packages than others. 
 
Pintel and Diamond (1983:121) add that food retail organisations can offer 
services and activities such as clubs, athletic facilities, savings and loan 
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arrangements, life insurance, welfare and hospitalisation plans. Employees’ 
payments for social security and unemployment insurance fund are required by 
statute and must be contributed.  
 
Pintel and Diamond (1983:116-118) stress that the level of earnings should be 
such that the employee can maintain a decent standard of living. Salaries or 
wages should be equal or slightly better than the salaries or wages offered by 
competitors if a high quality of work is to be maintained. 
 
5.10  SUMMARY 
The results of the in-depth interview highlight the similarities, differences, and 
gaps between the theory and practice of four key elements of CRM practices. 
The study was conducted at the premises of KOSAB with the manager and 
owner of the organisation and focused on the key areas associated with CRM, 
customer loyalty, customer complaints and conflicts, and employee training and 
motivation. 
 
The study revealed several inconsistencies between how CRM is practiced at 
KOSAB and what is suggested by literature. For KOSAB, the researcher found 
that the CRM strategies are only geared towards loyal customers.  
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CHAPTER SIX 
SYNOPSIS, CONCLUSIONS AND RECOMMENDATIONS 
6.1  INTRODUCTION 
This chapter will summarise the entire study and draw conclusions based on the 
literature review and the empirical study. Areas for further study will be provided 
to assist KOSAB to improve on the CRM strategies. 
 
6.2 SYNOPSIS OF THE RESEARCH 
Chapter one described the rationale and background to the study. The main 
problem of this research was to identify the CRM strategies used by KOSAB, 
compare these strategies with CRM literature and where required, suggest 
improvements to the CRM strategies to enhance customer loyalty. Four 
objectives were formulated to address the main problem. The significance of the 
research was discussed. The definitions of selected concepts were stated and 
finally a brief overview of the research methodology was provided. 
The literature review was divided into two chapters. Chapter two provided a 
detailed literature review on CRM. The chapter commenced with definitions and 
interpretations of CRM. This was followed by the emergence of CRM. Next, the 
objectives and strategies of CRM initiatives were discussed. Thereafter, a CRM 
process framework was discussed. The framework was sub-divided into three 
categories namely: CRM formation process, CRM governance process, and 
CRM evolution process. In addition, the implementation of CRM, factors that 
promote successful implementation of CRM, the importance of communication 
in the implementation of CRM, evaluating the performance of CRM, and finally, 
the impact and benefits of CRM on performance were discussed.  
Chapter three provided a literature review on attracting and retaining customers 
in the food retail sector. The chapter began with a discussion on customer 
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satisfaction in the food retail environment. Other areas covered included: how to 
attract customers, employees’ motivation and satisfaction, how to recognise and 
manage customer turnoffs/attrition, how to create loyal customers, how to 
manage customer loyalty, and finally how to deal with customers’ complaints in 
a productive way. 
Chapter four discussed the research methodology. A qualitative research design 
was used for the research. A purposive sampling method was used with both 
secondary and primary data collection methods being employed. An in-depth 
interview was the instrument used for the qualitative study. Data analysis and 
presentation were addressed, followed by ethical consideration. A discussion on 
reliability and validity were addressed. Problems encountered during the 
interview process and limitations concluded this chapter. 
Chapter five reported on the data collection and analysis and the empirical 
findings of the study. The chapter commenced with the background to the 
implementation of CRM at KOSAB, followed by the findings on customer loyalty. 
Thereafter, customer complaints and conflict, and the findings regarding 
employee training and motivation at KOSAB were reported on. 
 
6.3  EVALUATION OF RESEARCH OBJECTIVES 
This aspect of the study is intended to evaluate the objectives which were 
formulated to address the main problem of the current study. 
6.3.1  Objective one 
The first objective was to determine what literature reveals about the elements 
and strategies of CRM and attracting and retaining customers. This objective 
was achieved through an intensive literature review that addressed critical 
issues on CRM including implementation, evaluating the impact of CRM, 
communication in CRM, objectives and strategies, and factors that promote the 
success of CRM. These issues were highlighted in chapter two of the study. In 
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chapter three, the researcher discussed how to attract and retain customers. 
This objective was thus achieved. 
6.3.2  Objective two 
The second objective was to identify the current CRM strategies used by 
KOSAB. To address this objective, an interview guide was designed to interview 
the general manager of KOSAB. Four focus areas were identified, namely 
implementation of CRM, customer loyalty, customer complaints and conflict, and 
employee training and motivation. These issues were highlighted in chapter five 
of the current study. This objective was also achieved. 
6.3.3  Objective three 
The third objective was to compare KOSAB’s CRM strategies to those 
suggested by literature. To address this objective, the findings of the empirical 
study were compared to what literature reveals and shortcoming were identified. 
This was presented in chapter five of the study. This objective was thus 
achieved. 
 
6.4 CONCLUSIONS AND RECOMMENDATIONS 
The conclusions and recommendations of the study are shown in the following 
section. The literature review and empirical findings provided the basis for 
concrete conclusions to be made. The recommendations are made based on 
the said conclusions. The four areas utilised for the empirical findings will be 
used to draw conclusions and make recommendations. 
6.4.1  Implementation of CRM at KOSAB 
The empirical study revealed that CRM is practiced at KOSAB. The respondent 
understood the concept. The organisation has an integrated IT system linked to 
all departments. The study also revealed that communication with employees is 
solid and constantly maintained. KOSAB has a project manager who monitors 
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the CRM programs and reports on the progress to management and employees. 
This practice at KOSAB has confirmed what literature reveals about the 
elements of CRM. The empirical study also revealed the following shortcomings. 
Firstly, there appeared to be little training with regard to CRM and the objectives 
behind the adoption of CRM were not clearly stated to employees before the 
initiation of the implementation of the strategy. Secondly, the organisation did 
not have all the logistics in place at the initial stages. Lastly, the respondent 
hoped that there would be more benefits from the CRM programs than is 
currently being realised by the organisation. 
To address the shortcomings in the findings, it is recommended that the 
implementation approach needs to be carefully planned, with appropriate 
emphasis being placed on what the organisation aims to achieve, and its vision 
and mission statements regarding the CRM strategies. There should be short, 
medium, and long term plans as to what the organisation envisages achieving 
and how it wants those objectives to be achieved. Employees should also be 
involved in the decision making process with regard to the choices and how 
CRM strategies should unfold in the organisation. No decision should not be 
taken by a single person; everyone should be involved. A retail outlet which is 
more engaged with staff has a higher employee retention. 
The researcher also recommends that the organisation invests in modern and 
innovative technologies such as the latest modern software programs, and 
telephone and e-mail systems that can be used to easily collect information, and 
to process and analyse the information quickly in order to forge closer ties with 
the customer. 
6.4.2  Customer loyalty at KOSAB 
The literature review showed that customer loyalty is one of the benefits of 
CRM. The empirical study revealed that KOSAB places the loyalty of customers 
at the top of its priorities. The study confirms that the organisation has certain 
strategies to build loyalty, reward, and motivate customers. Despite these, the 
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study revealed that not all customers have been loyal; the organisation still 
looses customers to other organisations/competitors, and finally, there is no 
strategy in place to mitigate customer’s attrition. 
To address these shortcomings, the following recommendations are provided: 
Firstly, KOSAB has to develop actionable/effective market segmentation and 
targeting to know the customers deeply. The knowledge obtained from the 
segment market can enable the organisation to understand the changing 
behaviour of customers, predict future needs and preferences, and make 
appropriate decisions regarding offering, channel strategies, campaigns and 
customer treatment. 
Secondly, the organisation needs to develop innovative channels of 
communication and strategic partnership to reach the right customers at the 
right time and place, and engage customers in a two-way dialogue to build on 
trust, strengthen the orgnisation’s competitiveness and unveil new opportunities 
for innovation and growth.  
Thirdly, KOSAB needs to deliver consistent and highly relevant customer 
experiences that fulfill the organisation’s promise and build trust-based 
relationships by keeping customers at the centre of business strategy, process 
and management. 
Besides the above strategies, the researcher recommends that the organisation 
contribute a small amount of the profit earned on sales to a particular charity in 
the area. The announcement can be made through letters to citizens groups and 
by signs in the store’s window or in the newspapers. This promotion could offer 
a positive store image. It will also contribute to the social responsibility 
obligations that the organisation has with the community. It might help build 
customer loyalty.   
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6.4.3  Customer complaints and conflict 
Customer complaints and conflict affects relationship building and leads to 
eroding the number of customers retained by the organisation. The organisation 
has certain strategies to respond to customers complaints. The study revealed 
that four critical areas of complaints are normally reported upon. This includes 
employee’s negative attitude towards customers, time spent in queues before 
being served, high prices of certain products sold in the shop, and unavailability 
of certain products. The study also revealed that the strategies that are adopted 
by KOSAB to address the complaints are not tangible/concrete enough to 
mitigate/avoid customer complaints and conflict. 
Based on these, the following recommendations are provided to address the 
challenges. Firstly, employee’s attitude towards customers needs to be 
monitored and corrected where relevant. This can be executed by the general 
manager or immediate superior of the employee on a daily bases at the shop. 
Employees should be coached on dealing with the customer. This can be done 
through organising workshop programs that address key skills on mentorship, 
handling customers and customer satisfaction. This should be followed with 
performance evaluation and appraisal to boost the confidence and morale of the 
employees. 
The organisation also needs to align its processes to ensure that services are 
rendered to customers on time. Efforts should be made to ensure that 
employees are at work everyday and that a number of employees are available 
to attend to customers on time. To enforce this, a duty roster specifying the 
duties and responsibilities of each employee could be drawn up and 
communicated to the employees. There should also be regular two-way 
communication with management and employees in an effort to identify any 
problems that might arise or to determine who may not be at work. It is also 
recommended that employees be informed of the correct business etiquette of 
reporting in sick for the day. Other service processes such as enough and 
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functional computers, and till machines should be available to further ensure that 
services are rendered to customers on time. 
Regarding the reported cases of high prices of goods sold in the shop, the 
researcher is fully aware that the ultimate goal of most retail organisations is to 
make a profit. However, there are a number of factors that needs to be 
considered in determining which pricing strategy to use in setting the right price. 
Before deciding on which pricing strategy to adopt, the organisation has to 
determine how much it costs to acquire the product including the operating 
expenses such as transportation and marketing costs. Regardless of the pricing 
strategy the organisation adopts, the price should exceed the costs of acquiring 
the product and other operating costs. Therefore, it is recommended that the 
organisation adopt the competitive pricing strategy with specific emphasis on 
pricing below competition and psychological pricing strategies. 
Regarding pricing below competition, prices of products can be set below the 
price that competitor’s offer. To effectively implement this strategy, the 
organisation needs to negotiate lower or best prices from suppliers, reduce 
costs, and develop marketing strategies that focus on price specials. With 
psychological pricing strategy, prices should be set to a certain level where 
customers perceive the price to be fair. The prices should not be extremely high 
because this can cause the organisation to lose customers.  
With complaints relating to the unavailability of certain goods, it is recommended 
that KOSAB maintain a minimum number of goods sold in the shop at all times 
whether the products are purchased frequently or not. This will assure 
customers of the reliability of the organisation. 
To avoid complaints, it is recommended that the following three strategic areas 
be regularly practiced by KOSAB: 
• Daily/future planning, activities, and processes of the organisation should 
focus on the customer. 
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• Efforts should be made to collect all complaints from customers and 
group the complaints in such a manner that will assist in the analysis of 
the information, comprehend trends, patterns, and frequencies of similar 
complaints. A suggestion box could be placed at KOSAB to collect such 
information. 
• KOSAB should focus on process improvements. A database for 
complaints can be established to collect and analyse complaints from 
customers. Based on the analysis of complaints, appropriate investments 
must be made to prevent the future occurrence of the complaints. 
6.4.4  Employee training and motivation 
The empirical study showed that employee’s are given training at KOSAB. 
Employees are also motivated through good wages/salaries, paid for overtime 
work, and given free incentives. The researcher feels that these are good 
motivational drivers, however, these strategies are insufficient to increase the 
morale of employees to effectively execute CRM strategies within the 
organisation. 
To improve on this, the following recommendations are provided. KOSAB should 
invest in employees’ development and welfare. There will be few positive 
outcomes of any CRM strategies implemented unless employees are fully 
developed and are satisfied. The welfare of employees is of paramount 
importance to building customer loyalty. Employees’ development and welfare at 
KOSAB should be looked upon as an investment, rather than a cost. An 
organisation’s human capital is a key resource, and employees are more likely 
to remain satisfied if they receive effective and regular access to technical and 
non-technical training.  
The researcher recommends that critical skills for employees be prioritised, 
namely: keys of good customer service, how to keep the store neat, how to 
stock shelves, rotation of products, effective sales techniques, and advanced 
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lessons on marketing, business and human resources. This should increase the 
employees’ confidence and experience to implement any CRM strategy. 
There should be a monthly, weekly or preferably an annual training and 
development plan for each employee as part of the employee’s annual 
performance review. The researcher advises that limited allowance of time and 
resources for development and training can lead to poor service performance 
and employees having unrealistic expectations of day-to-day tasks and 
responsibilities. 
Employees’ welfare should also be prioritised by the organisation. Employees 
with low morale will not be motivated to offer his/her full effort to work for the 
organisation. Once an employee establishes or feels underpaid, that employee 
may also feel undervalued by the organisation. It is recommended that KOSAB 
offer competitive pay rates to all employees. Firstly, performance and equity 
base pay can be added to the compensation package. Secondly, KOSAB can 
offer benefit packages such as free financial planning, sick leave pay with pay, 
health coverage, paid training, counseling resources, and extra time benefits. 
These welfare facilities have intrinsic value and serve as motivational factors 
that could enable employees to work harder and remain in the organisation. 
The organisation should recognise employees for a job well done and provide 
feedback to employees on their performance. This creates confidence and job 
satisfaction. Financial rewards can be used or the employee can be praised 
publicly in an organised function by the organisation for a specific action. An 
employee can be rewarded for a long service and successes achieved. The 
researcher believes that once an employee is further developed and their 
welfare taken care of, the organisation is in a better position to implement 
effective CRM strategies and build on customer loyalty. 
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6.5 FINAL CONCLUSION 
CRM in the food retail sector have been accepted in the 21st Century as an 
important strategy to forge a closer tie with the customer. Given the high level of 
competition in the industry, ignoring the customer is not justified. The main 
problem of this research was to identify the CRM strategies used by KOSAB and 
thereafter suggest improvements to the CRM strategies to enhance customer 
loyalty. 
The researcher identified that despite various CRM strategies implemented by 
KOSAB, customer attrition and migration has increased. It was evident from the 
findings that improvements were necessary in the implementation stage; 
customer loyalty strategies used by KOSAB; customer complaints and conflict 
management; and employee training and motivation strategies. 
The researcher is of the opinion that the recommendations provided will assist 
KOSAB to enhance customer loyalty and provide a consistent and proactive 
CRM strategy.  
 
6.6 FURTHER RESEARCH 
The current empirical study was limited to CRM strategies practiced by a single 
organisation. The information obtained also came from a single respondent. 
Therefore, further research can be conducted to investigate the perception of 
other food retailers on the CRM strategies practiced. Secondly, further research 
can be conducted at KOSAB to investigate the perception of employees and 
customers on the CRM strategies practiced.  
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ANNEXURE 1: LETTER OF REQUEST TO UNDERTAKE A RESEARCH 
STUDY 
TO:  THE MANAGER 
Dear Sir/Madam, 
REQUEST TO UNDERTAKE A RESEARCH STUDY 
I wish to request your permission to undertake a research study in your 
organisation. 
I am an MTech Marketing student at Nelson Mandela Metropolitan University 
(NMMU). The research study aims to research the Customer Relationship 
Management (CRM) practiced by your organisation. To investigate this, I will 
need to conduct an in-depth interview with the general manager on how the 
CRM strategies are implemented in the organisation.  
My degree is based entirely on the research I will conduct. The research 
outcomes are purely for academic purposes. The information provided will be 
confidential. 
I trust that my request will be accepted and that I will gain your favourable 
support as a valued respondent. 
Thank you. 
 Yours sincerely, 
Amoah Felix 
STUDENT NUMBER : s210241411 
INSTITUTION  : NMMU 
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ANNEXURE 2: INTERVIEW QUIDE 
SECTION A: IMPLEMENTATION OF CRM 
1. What do you understand by the term CRM? Is applied by KOSAB? How? 
2. What objectives did you set for establishing CRM at KOSAB? Full details. 
3. Were employees provided with training before and after the roll-out of the 
CRM programs? If yes, how often? What kind of training? 
4. How do you manage communication with employees at KOSAB about 
CRM? 
5. Do you have an IT system at KOSAB? 
6. Do you have a project manager/IT specialist to manage the system? If 
yes, what role was assigned to the IT specialist? 
7. Is the IT system integrated within the organisation? How is the IT system 
used to forge closer ties with the customer’s? 
8. What steps are taken to ensure that a successful CRM strategy is 
implemented at KOSAB? Explain the process. How frequently? 
9. What benefits are realised for implementing CRM at KOSAB. Provide full 
details. 
10. What other benefits do you still hope to obtain from CRM, but which you 
do not currently realise? 
 
SECTION B: CUSTOMER LOYALTY AT KOSAB 
1. Do you know your customers? If yes, how do you know them? What do 
you do? 
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2. Do you recognise and treat the customer’s as ‘gold’? How are the 
customers treated as ‘gold’? Explain what you do. 
3. What do you understand by the term ‘customer loyalty’? 
4. Do you regard your customers as loyal? 
5. How do you create a solid foundation for customer loyalty? 
6. How do you build customer loyalty? 
7. Do you loose customers? What do you do to eliminate factors that cause 
customer attrition? 
8. How are customers rewarded and motivated? Explain. 
 
SECTION C: CUSTOMER COMPLAINTS AND CONFLICT 
1. Do you have customer complaints? Why do customers complain? 
2. Share your experience on how you feel when customers complain. 
3. When customers complain, what steps are taken to resolve the problem? 
4. What measures are taken to avoid future complaints? 
 
SECTION D: EMPLOYEE TRAINING AND MOTIVATION 
1. Do you provide training to your employees? If yes, how often? 
2. What kind of training? 
3. Do you feel your staff is motivated? Explain. 
4. What do you regard as ‘excellent’ service? How do you motivate 
employees to provide excellent customer service? 
5. What compensation packages are provided to employees? How is staff 
compensated? 
 
